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CYCLONE ‘ge? a9 
PRODUCTS 


For sure profits and satisfied customers, 
dealers everywhere are concentrating on 
this fast moving line of nationally ad- 
vertised products — 


STATE 
SRSITY 













“The Hardware Dealers’ Magazine ‘ 
PUBLISHED EVERY THURSDAY 
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1. Cyclone Lawn Fence .. .a steady NG 
MRE 


year-in-and-year-out seller with Twas 
more built-in quality this season bs 
than ever before. 


2. Cyclone Catch-All Basket ... In- 
sures a Safe bonfire. Sales this year 
showing remarkable increase. Why 
not cash in on this fast-seller now. 


3. Cyclone Wire Screen Cloth .. . 
now enjoying a tremendous demand. 
Not too late for you to get a good 
share of the summer’s business. 







Order through your jobber. If he can- 


Gatcr-ALL not supply you, write us direct. Cyclone 











TY Cyclone ‘n°? 10% 
AND PRODUCTS Wire Screen Cloth 


CYCLONE FENCE COMPANY 
General Offices: Waukegan, Ill. 
Branch Offices in All Principal Cities 
Pacific Coast Division: STANDARD FENCE COMPANY, Oakland, Calif. 
SUBSIDIARY OF 


yaK ie 
ee : 
[me suns wesse>, UNITED STATES STEEL CORPORATION #2 


PRINCIPAL SUBSIDIARY MANUFACTURING COMPANIES OF UNITED STATES STEEL CORPORATION: 
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American Bripce Company Carnecie Steet Company Feperat SHiIpBuILDING AND Dray Docx Company Tue Lorain Steet Company 
AMERICAN SHEET AND TIN PLate Company Cotumsia Steer Company Ixirnois Steer Company Tennessee Coat, Iron & R. R. Company 
American Steer AND Wire Company Cyctone Fence Company Nationat Tuse Company Universat Attas Cement Company 


Pacific Coast Distributors — Columbia Steel Company, San Francisco, Los Angeles, Portland. Seattle, Honolulu. kxport Distributors — United States Steel Products Company, New York City 
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Vometh Ng / appentnyg 
in this DRILL BUSINESS 


Wise distributors are finding out Twist Drills not only because of 


that there is profit in twist drills. the unusual quality of the new |GREENFIELDS 


They are also finding that econ- Greenfield Drills, but because f 
omies can be effected in buying 


and handling cosis. 





concentrating their purchases 
with Greenfield enables them to Small Tool Lines 


: . . TAPS 
Many are turning to Greenfield save time and money. hc 


SCREW PLATES 
TWIST DRILLS 
PIPE TOOLS 
REAMERS 
GAGES 





NQurkwn = 





GREENFIELD, MASS., U.S.A. 


New York: 15 Warren St., Chicago: 611 W. Washington Blvd., Detroit: 228 Congress St., West Simplify Your Selling 2 
Canadian Plant: Greenfield Tap & Die Corp. of Canada, Ltd., Galt, Ontario 
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REENLEE No. 22 Solid 
Center Auger Bits stay 
sold because they combine 

easy boring qualities with general 
all-around usefulness. The sturdy center, ample 
spiral, and accurately pitched screw and cutting 
edges form a perfect cutting unit. The spurs are 
just the proper height and thickness, the cutters 
are keenly edged and the screw point is well cut. 
Also note the fine finish, which is due to the extra 
amount of polishing. From the forging of high 
carbon steel to the finishing and careful inspection, 
each bit must be “right” to uphold the Greenlee 
It means satisfaction to all 


Standard of quality. 
concerned. 


District Sales Offices: 
New York: 15 Warren St. 
Boston: 34-38 Binford St. 
Philadelphia: 2401 Chestnut St. 
Nashville: 504 Cotton States Bldg. 


GREENLEE 
ZOOL CO. 





It pays to stock this tool because of its quick 
turnover. The No. 22 is known as the “bit of a 
hundred uses” since it is found in the kit of all 


kinds of craftsmen from the novice to the expert. 


Sell This Bit in Sets 


Instead of offering a buyer just one bit of a certain size, show 
him a complete set of 6, 8, 9, or 13 bits packed in a handy 


box or a popular leatherette roll. In many cases he will buy 
a complete set instead of just one bit and the resu!t will be 
that you have multiplied your profit from this one sale by at 
least six. 

Write for prices on the No. 22 packed in various kinds of 


assortments. 


San Francisco: Sheldon Bldg. 

Los Angeles: 1302 Washington Bldg. 
Seattle: L. C. Smith Bldg. 
Montreal: 129 St. Peter St. 
Vancouver: 2808 39th Ave., West 


Rockford, IIl. 
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—— — ZINC OXIDE AND 
case = “ ALBALITH” LITHOPONE 
— — GIVE YOU THESE 
ase 2 : EXCELLENT SELLING 
— —— POINTS FOR GREATER 
areree re a PAINT PROFITS 





Results anticipated sell paint. Results achieved make customers come back. A satisfactory paint 








job will sell another job—and more paint. 

Modern paints properly formulated with Zinc Oxide and “Albalith” Lithopone produce the 
results which painters and property owners expect from high grade paints. You can sell Permanence 
of Color —lasting whiteness and clear, unchanging tints. They last because the basic pigments, Zinc 
Oxide and “Albalith” Lithopone, are naturally and permanently white. Durability—it’s a scientifically 
sound paint film—smooth and tough—made to outlast ordinary paint films. Zinc Oxide plays the major 
part in producing this firm, weather resisting film. Covering Power—this is an important charac- 
teristic with painters—they need it to make a real profit on the job. It’s the Lithopone that gives these 
paints such great covering power. 

Zine Oxide and “Albalith” Lithopone give high grade paints other unusual qualities. They are 
described in two interesting booklets, “Zinc Oxide and its application to paint” and “Lithopone and 


its part in paint”, which are yours for the asking. 


The New Jersey Zinc Company # 160 Front St., New York 





aie 2 _ y4\, lame> 4/ >) 3 


— AND New Jersey 
oe “ALBALITH’” LITHOPONE \'7[1[]1C 
Sc gael tie IN PAINT 











eres 


i 


5 tye Dinatiodnaeeesatate * 















wn 


HARDWARE AGE for JULY 17, 1930 


ON ACTUAL COMPARISON 


UNIVERSAL OFFERS 
THE GREATEST VALUE 
PER DOLLAR OF COST 


Price of itself means nothing. Price, considered in connection 
with quality, is the only basis on which to determine true value. 

















Universal Stoves are quality merchandise —sturdily constructed 
and unusually beautiful in appearance. 


And an important consideration—they are priced so as to 
enable the dealer to sell them at exceptionally low prices— 
at a substantial margin of profit. 


On an actual basis of comparison, price and quality consid- 
ered, Universal offers the greatest value per doller of cost. 


HE distinctive beauty and remarkable heating efficiency 

of Universal Circulators, combined with their unusually 
low prices—not only assure ready salability, but equally 
important— satisfied customers. 


Only Universal can offer such a combination of features 
as these — 

1. Exceptionally low price. & & 2. Heavy cast inner 
heating unit—cemented tight construction. & 4 3. Heavy 
double door construction— machine faced and fitted 
paper-tight. A & 4. Lift-Up Chain Control Damper— 
gives better control of fire. & & 5. Louvre openings of 
proper size. & A 6. Beautiful two-tone walnut cabinets. 
7. Complete range of sizes—14, 16, 18 and 21-inch 
fire pots. & & 8. A guarantee bond with each Uni- 
versal Circulator. 


CRIBBEN & SEXTON COMPANY  Critben 4 Sexton Co 





N. Sacramento Bivd., Chicago, Ill. 

Manufacturers of Heating Appliances for over half a century Sunil us complete se Ney and prices on [ 
700 North Sacramento Boulevard » » » Chicago, Illinois Universal Coal-Wood Circulators and Ranges. | 
BRANCHES: Denver » Portland » San Francisco Nese | 
weeeereerene dc Re ie oh > rere Nonna no a | 

Bayonne, N. J. Buffalo, N. Y. Kansas City, Mo. | Add. 
Geo. E. Keenen Supply Co. Martin Fisher & Sons Stowe Hdw. & Supply Co. | ee | 

Boston, Mass. Dallas, Texas Pittsburgh, Penna. Ic: 

Universal Appliance Co. Huey & Philp Hdw. Co. Adams Sales Corporation ' aera Seles meee SBE eh gaan pe | 





NATIONAL WAREHOUSING FACILITIES ASSURE PROMPT, EFFICIENT, ECONOMICAL SERVICE ANYWHERE IN THE JU. S. 





HARDWARE AGE for JULY 17, 1930 


Di mat ON 


EVERY Trowel FORGED TO SHAPE from a 


single piece of Disston Steel. 


Every Trowel TRUE-TAPER GROUND from 
the shoulder to the point and from the 
center to the edges, placing the weight 
where it belongs, giving the brick- 

layer a perfect SL ETe# 


Blades, posts, and tangs all of 
Disston Steel, with the fa- 
mous Disston Temper. 


Standardized shapes 


and sizes to meet 
every need. 


P No.5. The popular Disston ‘London 

‘ Pattern”. A favorite for bricklaying 
bi i % when small mortar joints are required 
: . Proper. lift and balance. Sizes: 9” long, 

4%" wide; 914” x 4%”; 10” x 4%”; 1014” 

x49"; 11" x45"; 114" x 4%" 12" 5”. 


No. 30. A trowel with a wide heel, pre- 
ferred for fast work where heavy mortar 
exage are required. Sizes: 9 and 91.” 
ong, 53m” wide: 10” x5%": 1014" x5%”": 
11” x 6”; 114%” and 12” x 6%”. 


No. 36. A wider-heel trowel that is a 
favorite of many. Sizes:9” longand5%” =| 
wide ; 914” x 6”; 10” x 6%”; 1014” x63"; b 
11” x64"; 1144" x 6%”,12" x 7”. True- 
taper ground, like all Disston Trowels. 








ndon 
aying 
ired 





No. 110. Same as No. 10, gy that 
it has leather-wound handle. No. 5 
No. 25, No. 30 and No. 36 when made 
with leather-wound handles become 
Nos. 115, 125, 130 and 136 respectively. 
Many bricklayers prefer these numbers. 


No. 15. Pointing Trowel. A universal 
favorite with both bricklayers andstone 
masons. Sizes, 4” long x 2%” wide; 4%” 
x 24"; 5" x 219"; BY” x 2%"; 6" x 2%”, 
and 7” x 3” wide. 


MARGIN TROWELS. True-taper ground 
from heel to front and from center to 
sides and eztra flexible. Sizes: No. 25,4” 
x 14"; No. 26, 4” x 2”; No. 27, 5” x 
14”; No. 28, 5” x 2”; No. 29, 7” x 2”. 
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DISSTON Trowels, made as bricklayers want 
them, offer new sales opportunities to the 


hardware trade. 


For bricklayers want these improved Disston 
Brick Trowels, just as plasterers want the 
new Disston Plastering Trowels. 


Write for’ The NewDisstonBrick- 
layers’ Trowel Catalog”, which 
shows the complete line. 
Henry Disston & Sons, 
Inc., Philadelphia, 

US. A. 


In Canada: Toronto 
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— NEW 


A DEVELOPMENT IN BRUSH 
WILL INCREASE YOUR 


From the oldest paint brush manufacturer 
in America comes the newest and most pro- 
gressive plan ever put before the trade to in- 
crease paint department profits. _Whiting- 
Adams brushes, designed and built specifically 
for paint, varnish and enamel, are now packed 
























THIS NEW PLAN 
MEANS EXTRA PROFITS FOR YOU 


The new Whiting-Adams method of helping the 
customer select the right brush for each job, whether 
he is going to paint, varnish, or enamel, will put 
money in your pocket. First, you will sell quality 
brushes — with quality profits — because 122 years 
of quality brush-making experience goes into each 
Whiting-Adams brush. Second, you will sell more 
brushes — with more profits — because of conven- 
ience to customers and forceful national advertising. 
Third, you will sell more paint, for good brushes in- 
crease paint sales. There’are other points of profit 
which could be mentioned, too. These are only the 
high spots. 


=== HI TIN G- 


BRUSH MAKERS TO THE PAINT 








; 
# 


i} 
& 
F 


OLED 


WR 








HARDWARE AGE for JULY 17, 1930 

















WO =— 


MERCHANDISING WHICH 
PAINT DEPARTMENT PROFITS 


in special display boxes with only one type of 
brush to a box. Each box is plainly identified 
and the use of that particular brush illus- 
trated. This new method of merchandising 
will simplify every brush sale you make — 
multiply every profit. 






















ADVANTAGES 


1. Nationally advertised 
2. Automatic selection 
3. Ilustrates use of brush 
4. Popularly priced 
5. Sells customer good brush 
6. Insures proper paint results 
7. Sales tie-up with paint 
8. Not an assortment proposition 
9. Simplifies your buying 
10. Increases your. turnover S E N D F O R Cc O M p L c T E 
44, = © legitimate dis | N F OR M AT | O N 
We would be very glad to have the opportunity of 
telling you the whole interesting story of this Whiting- 
Adams development in paint brush merchandising. 
mmmcemanitenasioren Asking us for it will in no way obligate you. There 
WHITING are a number of additional points in which you will be 





interested. For instance, the forceful national adver- 
tising to consumers which will start with a full page 
in September Popular Science Monthly — out Au- 
gust 2. Just send your name and address and tell us 
where you buy your brushes. We'll tell you all about 
Whiting-Adams identified brushes, 


BRUSHES 
eset 


ADAMS CO. == 


Pan ee tT ey SEM CE 1808 
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Cc OLLECTIONS of many and varied 
‘ types and kinds of things add in- 
terest to a museum, but make only 
unprofitable odds and ends for a store. 


A merchant is too “broad-minded” for 
his own good when he carries so many 
makes of an article that he cannot get 
behind any one. 


In lawn mowers, it’s best to sell the 
make you believe in most thoroughly 
and can recommend most enthusiasti- 
cally. Leave out those which you can 
refer to only with “that’s a good make, 
too.” 

Do you know that you can now meet the 
price requirement of any lawn mower 
customer with a Genuine Philadelphia? 


That’s a fact. The Genuine Philadelphia 
Line is now complete as to price range, 
as well as to sizes and styles. 

This being the case, why divide your 
selling energies? Why have to sell 


2 ere several makes in order to make one 


Philadelphia Lawn Mower Company, Inc., 4250 WISSAHICKON AVENUE, PHILADELPHIA, PA. 


museum 


[= 


Youre running a 


.. hota 









sale? Why not make many sales by 
selling one make? 


That means conservation of selling 
time and effort and no need of trying 
to straddle your sales talk over several 
different kinds of mowers—which 
always shakes the customer’s faith. 


Try the new modern policy. Fill your 
stock with Genuine Philadelphia 
Mowers in all the price classes your 
trade calls for. 


Then, “A Genuine Philadelphia for 
every lawn mower buyer.” 


That’s the concentration that gets 
somewhere Makes a busy department 
— makes profits— makes gratified and 
satisfied customers, because they all 
feel that they have got good value. 


Let a representative explain the profit 
advantages of handling the Genuine 
Philadelphia Line. Drop us a note and 
he will call on you. 





BONS 53 
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In the past decade, the spruce ladder indus- 
try has steadily climbed into a position of 
prominence, bringing to thousands of hard- 
ware merchants increased business and added 
profits. In this growth, RICH has achieved 
outstanding leadership. 


Now we are occupying this large factory, 
equipped with modern machinery, thereby 
giving us greatly enlarged facilities. These 
improvements have enabled us to increase 


A NEW HOME FOR 


RICH LADDE 


production and at the same time maintain 


RICH 24-hour service. 


Many merchants will find in our expansion 
opportunities to increase their profits through 
the sale of more RICH SAFE SPRUCE 
LADDERS. 


If you are not already ‘a RICH “Booster,” 
why not decide now to climb with us? Send 
today for the RICH Catalog and prices. 


We Pay the Freight 


The Rich Pump & Ladder Company 


Cincinnati, Ohio 
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(According to an impartial, country-wide survey) 


[' the big majority of painters use Dutch Boy White 
Lead...and a nation-wide survey indicates that they 
do...then there can be no question about the demand 
for Dutch Boy. According to this impartial survey — 
8 out of every 10 painters use Dutch Boy...and 
they must buy it before they can use it. 

Your own experience has no doubt already proved 
that Dutch Boy customers are worth having... worth 
making... worth keeping. 

Dutch Boy White Lead comes in both soft paste and 
heavy paste forms—in 100 lb. kegs, 50, 25, and 12% 
pound pails. You never have to explain Dutch Boy— 
it’s a trade-mark that’s known wherever paint is sold. 


NATIONAL LEAD COMPANY 


New York, 111 Broadway; Buffalo, 116 Oak Street; Chicago, 900 West 
18th Street; Cincinnati, 659 Freeman Avenue; Cleveland, 820 West 
Superior Avenue; St. Louis, 722 Chestnut Street; San Francisco, 
2240-24th Street; Boston, National-Boston Lead Co., 800 Albany 
Street; Pittsburgh, National Lead & Oil Co. of Penna., 316 Fourth 
Avenue; Philadelphia, John T. Lewis & Bros. Co., Widener Building. 
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No. 408 
PURITAN Water 
Heater. Two Giant 
Puritan Burners. 
Copper water coil. 





No. 406 
PURITAN 
Water Heater. 
One Giant 
Puritan Burn- 
er. Copper 


water coil. 











No. 405 
PURITAN Water 
Heater. One Giant 
Puritan Burner. 
Castironwatercoil. 


A NEW LINE 


“GIANT” PURITAN BURNERS 















No. 407 
PURITAN Water 
Heater. Two Giant 
Puritan Burners. 
Castiron water coil. 








Trouble-free hot water service for your cus- 
tomers, more profitable business for you.... 
with the new PURITAN Water Heater line. 


PURITAN Water Heaters are designed to take 
full advantage of the Giant Puritan Burner, 
the powerful new short-drum oil burner with 
five points of water-heating superiority: 


HIGH EFFICIENCY .. .’Fast, clean, economical 
SAFETY ... Cannot overheat 

LESS CARE ... Little attention required 

MORE POWER... “55% more heat” 
DEPENDABILITY ... Guaranteed by Perfection 


All four PURITAN Heaters are of pressed-steel 
construction. Burners and oil reservoirs are 
secured firmly in correct alignment. Special 
design keeps all condensation away from the 
burners. Inner combustion tubes are guaran- 
teed for the life of the Heater. 


Write today for free booklet giving complete 
information on this new line. 





Perfection and 
Puritan Oil Stoves 
and Heaters are sold 
only through retail 
dealers, not through 
mail order houses. 







PERFECTION STOVE COMPANY 
7590-E Platt Avenue Cleveland, Ohio 


RITAN® Hester 


PRODUCT OF PERFECTION STOVE COMPANY 
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LINGERWETT 
REMOVER 


We stand squarely back of every can 
of Lingerwett Remover with an uncondi- 
tional guarantee. 

Strong full page advertising continues, 
month by month, to create an increasing 
demand for America’s largest ~selling 
remover. 


THE WILSON IMPERIAL CO. 
Newark, N. J. . 
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Every Break 
and Crack... 


Smooth, white, hard, 
permanent patches. 
Inexpensive. Packages 
of 214, 5, 8, and 15 
lbs. Will not shrink. 
Send for samples and 
prices. Pecora Paint 
Co., 4th Street and 


Glenwood Ave., Phila- 
delphia, Pa. 
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that’s what you're 
in business for! 


A ND the way to get more of your customers’ money is to 
give them more for it. ; 

There is a growing army of hardware dealers who have 
found one way to do this and do it profitably. These dealers 
are offering their customers Excelsior Paint and Varnish 
Brushes—brushes that, though moderate in price, have 
quality that is hard to find in many of even the most expen- 
sive makes of brushes. 

Despite their moderate prices, Excelsior Brushes are made 
of the very finest imported Chinese bristles, set in a vice-like 
grip of vulcanized rubber. 

It is only by the unique manufacturing methods of Edward 
E. Robinson that such a price-quality combination is possible. 
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Ask your Jobber 


for prices 


Manufactured by 


Edward E. Robinson 


347 West Broadway 
New York City 


PHRICH BROWN 
ULUST PHROGE 


DIXON’S MAINTENANCE FLOOR PAINT—all-purpose—reduces stock and satisfies a varied 
demand. Quality—Price—Profit recommend it! Write for Color Card 40BF and prices. 
Paint Sales Division, JOSEPH DIXON CRUCIBLE CO., Jersey City, N. J. 
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Here are the Crucial Minutes 


-. whith the 


business paper 
helps to save 


“Mr. Smith,” calls the secretary. 
The first of a line of waiting sales- 
men, hurriedly collecting hat and 
sample case, enters the buyer’s office. 
A ground-glass door closes behind him. 
The other men shift, recross their legs and 
settle down to wait their turn. It won’t be 
long now. 

And it won’t! For the average time given 
to salesmen is brief —heart-breakingly brief, 
sometimes. In retail stores it varies between 
4 minutes in department stores and 21 min- 
utes in furniture stores, with an average for 
all lines of 12 minutes per interview. In in- 
dustrial concerns it is scarcely longer. 

Yet within those few minutes every actual 
sale must be consummated. Here, within the 
walls of one room, across one desk, and in the 
space of a few hundred seconds are focused 
the entire efforts of management, produc- 


tion, advertising— 
oN Ally s~- 


to stand or fall on 
the result of per- 
THIS SYMBOL identifies an 
ABP paper... It stands 


sonal salesmanship. 
for honest, known, paid 


Here are the cru- 
cial minutes when 
circulation; straight-forward 
business methods, and edi- 


a man must sell. 
torial standards that insure 








And because these selling minutes are so 
few, so precious, it is important to save them 
for actual selling, to free the hands of sales- 
men for the important work which can only 
be done face to face with the buyer. 

It is here that the business paper is of un- 
told value to the manufacturer. For it reaches 
in advance the man behind the ground-glass 
door. In its pages can be said beforehand 
everything that must be said as a preliminary 
to effective personal selling; to get introduc- 
tions and explanations out of the way; to 
create friendships and reputations; to clear 
the decks for two-fisted selling. 

Because the business paper of today deals 
so authoritatively and constructively with 
the problems of its industry, profession or 
trade, it not only passes through the ground- 
glass door, but it is read, thoroughly and 
attentively, by the man who constitutes the 
manufacturer’s most important single objec- 
tive. His interest makes the business paper 
the key to saving crucial selling minutes. 


This publication is a member of the Associated Business Papers, Inc. 


reader interest...These are - -. 4 Cooperative, non-profit organization of leading publications in the 
the factors that make aval’ industrial, professional and merchandising fields, mutually pledged 
uable advertising medium. to uphold the highest editorial, journalistic and advertising standards. 


f- nd 


fe fl. 
‘ ‘ 


THE ASSOCIATED BUSINESS PAPERS, INC. 


TWO-NINETY-FIVE MADISON AVENUE 


NEW YORK CITY 
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Because Tool Users Like Them 


EE: 


i EL EN 
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and Come Back for More 


The demand for Nicholson Files is very easily ex- 
plained. The Nicholson File Company has been 
in business for sixty-six years and has made 
thousands of friends for its products in that time. 


Furthermore, Nicholson Files are more widely 
advertised than any other individual tool. This 
advertising is now in its eighth consecutive year. 


There are few products that are sold as read- 
ily as Nicholson Files. It will pay you to 
stock them because your customers will like 
them and continue to come back for more. 


NICHOLSON FILE COMPANY 


PROVIDENCE, R. I., U.S. A. 


A File For Every Purpose 


BRN GATE 
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Are You a Gambler 
with 
Quality the Stake? 


Do you buy inferior rivets at a 
price and gamble that your cus- 
tomers will get satisfaction from 
such rivets? Tubular and 
Clinch Rivets are not sold on 
price alone. You eliminate all 
element of chance when you sell 
Tubular and Clinch rivets. 
Special metal of proved maxi- 
mum strength plus supreme care 
in fabrication is your insurance 
against dissatisfied customers. 


Oipproved / 


———by the keenest 


buying brains in the country 






















TUBULAR RIVET & STUD 
COMPANY 


BOSTON 













‘The largest 
factory inthe 
world devoted 
lo the manu~ 
facture of 

ubular and 
Linch Rivets 
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efor the better satisfaction of your customers 
efor the better building of your own business 


esell Pure Wuite Leap Paint 


ein fact... sell EAGLE Pure WHITE LEAD 


(Old Dutch Process) 


@ Eagle Soft Paste 
saves painting time 
It comes already broken-up to shop- 


lead consistency... thereby saving 
painting time. Most painters have 


) changed over to Eagle Soft Paste 
Sy . ... though some still use the Heavy 
S& Paste. Eagle comes both ways. 


THE EAGLE-PICHER LEAD COMPANY « 134 N. La Salle Street » Chicago 














HARDWARE AGE for JULY 17, 1930 























Silver Steel Hack Saw Blades 
AA-Alloy Steel Hack Saw Blades 


r NUMBER OF TEET) 


ie UD RIADES 
o 7 
DVICE FROM YOUR BLADE 





Will Sell More Hacksaw Blades | 


—because of these facts: 


1. Directs the user’s attention to your sup- 
ply of Atkins SILVER STEEL and Tung- 
sten Alloy Blades. 


2. Presents technical advice on the proper 
blades to use for various kinds of cutting. 


3. Permits the use of its interior compart- 
ment as a stock container for giving 
quicker customer service. 


4. Connects your store with Atkins adver- 
tising. 


Atkins new Hacksaw Display Cabinet is lithographed in attractive colors 
and built for real service. A decided asset to any store that is pushing the sale. 


of Atkins SILVER STEEL and Tungsten Blades—the saws that customers want. 


Get particulars covering this New Selling Aid from the nearest branch 
listed below. Cash in on the full value of our advertising to users about Atkins’ 
SILVER STEEL Hacksaw, “The Blade with the Blue End,” and our AAA Tung- 
sten Alloy Blade. 


WRITE TODAY FOR INFORMATION 


E. C. ATKIN S & COMPANY Another Profitable Way to Sell 


Atkins Famous “Silver Steel” 
Blades. Card Carries One Dozen 
Saws. 
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Home Office and Factory: Indianapolis, Ind. 
Canadian Factory: Hamilton, Ontario 








Branches: 


Atlanta New York Portland 
Memphis Chicago Seattle 
New Orleans Vancouver, B. C. San Francisco 
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The Soul of ee ee be ge ge te vee! Savings Calamity howlers have apparently 
Salesmanship Gn Ene | Chet overlooked the significant fact that 
” savings deposits of this country are 

ack-Log gs dey y 


WO lines representing the soul of salesmanship— 
boiled down! 


Too many have-regarded the star salesman as 
that man who could sell a customer a bill of goods 
whether he wanted it or not. The less the customer 
wanted the goods the better the salesman who sold him. 


Due to his varied experience, the traveling man is 
in a particularly advantageous position to help the dealer 
who buys from him. If he takes a leaf from the book of 
William Enders he will ask himself each time he takes 
an order, whether that order is going to add to the con- 
solidation of his customer’s business position, or whether 
it will come home to roost at some later date. 


Just now there is a great deal of discussion in hard- 
ware circles about a hardware jobber in Canada who 
has been successful in taking many independent dealers 
out of the red and placing them on the right side of the 
ledger, many for the first time in their business lives. 
This Toronto jobber has done this largely because be- 
hind all his operations there is a genuine interest in his 
customer’s business. He has shown them how to keep 
a smartly efficient stock and store. He has shown them 
how and why to take their discounts, how to advertise 
properly; in short how to make money in the face of 
today’s stiff competition. 


This jobber has made money. He has made it because 
of his interest in the success of any business he takes 
on his books. “He sells every customer as if he were 
directly interested in the success of that business.” 


not dwindling. In fact they are in- 
creasing. During the period of June 1 to 12, saving 
deposits in eleven of the largest New York savings 
banks showed an increase of nearly four million dollars. 
The saving of money may retard business for a time, 
but it builds a back log of prosperity. Also—when 
people are able to save in the face of a business recession, 
times are not as bad as the chronic pessimists would have 
us believe. 
The back log of savings will first create confidence ; 
with confidence restored it will add impetus to the up- 
swing which will be well in evidence this fall. 


For nearly ten months the average 


The Sales 
Possibilities of | American family has been buying 
Wear and Tear on an actual hand-to-mouth basis. 


Meanwhile time has taken its usual 
toll in the form of wear and tear. People have continued 
to consume goods, even though they have bought spar- 
ingly. Goods in use have had to bear the brunt of wear 
and loss. As a result we are fast approaching the time 
when replacements will be absolutely necessary. That 
time can as well be in the summer months as in the com- 
ing fall. Meanwhile that replacement business will go 
to the merchant who systematically and_ intelligently 
shows himself as ready to handle it. 

There was never a better opportunity for good adver- 
tising, and properly handled window displays. The cus- 
tomer’s idea of buying may be forced by need, but the 
actual purchase will still be strongly influenced by 
impulse. 





———— 
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The Dance of the Paper 
Dollars 


ETAILING today requires more sound mer- 
chandizing thought than ever before. No longer 
can you buy by ear and sell by chance. A manufac- 
turer’s dealer-policy must be weighed with his prod- 
uct. ... McKinney brings three important policies to 
the aid of retailers. First, McKinney offers special 
hardware which increases the profit on the individual 
sale. Second, the McKinney organization is con- 
tinually engaged in developing new items which will 
bring new profits to hardware stores. Third, McKin- 
ney makes all of these products available to the hard- 
ware trade exclusively. A partnership with McKin- 
ney products is the first step toward greater profits 
for any hardware retailer... . For the Dance of the . 
Paper Dollars don’t choose a partner who steps on 


your toes! 


WP Abney A 


President 
McKINNEY MANUFACTURING COMPANY 


PITTSBURGH, PENNA. 


McKINNEY HARDWARE 


The Jewelry of the Home ; 


MCKINNEY ForRGED IRON HARDWARE 
MCKINNEY HINGES (ALL KINDS) 

MCKINNEY Door Locks 

McKINNEY GARAGE HARDWARE AND PADLOCKS 
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HAT’S going to happen to 

business—or where do we 

go from here? This seems 
to be the question that every sales- 
man is called upon to answer many 
times a day. It’s not an easy ques- 
tion, for if he would be real frank 
he would have to tell some that as 
the picture will appear in the future 
they will not be in it at all. Business 
is coming back, but there will be 
many disappointments, for it will 
be a long time before we will attain 
the speed at which we pushed busi- 
ness for the past few years. Mer- 
chants today realize that they must 
cut their volume by selling to better 
risks; that they must go after the 
better accounts, and with that comes 
better goods, and better profits. 

It’s quite interesting to talk to 
two or three dealers in the same 
town on the same lines. For ex- 
ample, just today one dealer told 
me it was absolutely impossible to 
sell a range of the better class in 
his town. He knew all the people. 
and under the conditions at present 
there wasn’t any one in town who 
could afford a range at that price. 
The other dealer, however, has sold 
three so far since Jan. 1, and on al- 
most what you would call cash 
deals. 

The first dealer has the idea that 
all the money in the country has 
vanished, but it is still here, only 
the operation of extraction is just a 
little harder. 

The big thing right now is— 
“Don’t give up.” The worst has 
passed. We have had a terrible 
nervous business breakdown, and 
it’s going to take a little time for 
things to get back where they should 
be—but they are better today than 
a month ago. 

It’s said business travels in cycles, 
and if that’s true, we should have 
had this crash two years ago. And 
the fact is we would have had it two 
years ago, but we were going at 


Where 
Do We Go 


From 
Here ? 


such a speed that the momentum 
carried us on to a larger crash in 
1929. Some of my friends said | 
was the lowest form of a pessimist 
two years ago when I predicted such 
a spill, and I guess I was. However, 
today thank goodness, I’m the op- 
timist, and my dear friends who 
could see only prosperity ahead for 
years, today are the ones who went 
down in the crash and are pessi- 
mists of the last dimension. 

Now how are we going to snap 
out of this condition? TF irst, we 
must get down to where, if we are 
in the Ford class, we should drive a 
Ford. (I was going to say we must 
not have a champagne appetite on 
a beer pocketbook. But no one 
would know what I meant.) If we 
can make a fair living and help the 
other fellow to live, we are doing a 
lot. Our manufacturers must cut 
those big earnings, and share them 
with their men. This evening’s pa- 
per states one auto accessory plant 
made millions in the first quarter of 
this year, and at the same time I 
know they are using girls and wom- 
en instead of men, at less than liv- 
ing wages. 

The rich men of our country 
must do their share as well as the 
small business man if we want to 
bring this country out of this con- 
dition. 

Let me say here, that they must 
do their part. I'll make this pre- 
diction that the U. S. can not go 
through another winter like the one 
we just passed through. 

Collections are slow, and yet I 
see dealer after dealer adding to 
his book accounts, without one in- 
quiry as to when he might expect 
his pay. 


If his customer has the “nerve” 


to ask the dealer to “charge it,” 
why should the dealer not have 
“nerve” enough to say “Sure Bill, 
but just how can you arrange to 
pay this bill?” It can be done with- 
out causing hard feeling, and you 
know how bad you feel when the 
first of the month rolls around and 
you can’t take that 2 per cent. But 
let’s get back to the question— 
What’s going to happen to busi- 
ness ? 

First, don’t forget that the money 
in the country has not vanished ; 
that it is still here, and just as sure 
as the sunshine will bring forth the 
blossoms just that sure it will bring 
forth some of the dollars that have 
collected mold during the past few 
months. 

Every year can’t be a fat year, 
so in 1930 if you can’t lay away a 
lot of money, be content to make a 
little and build for some of the fat 
years to come. 

Second, be more careful to whom 
credit is given, and make some ar- 
rangement for payment on each and 
every account. 

" Third, keep your overhead down 
as low as possible. 

This should not be done with 
cheap help, or cutting your light 
bills and having a dark store. 

You can, however, buy carefully 
and work off the old goods and 
slow movers. To buy carefully 
does not mean 1/3 doz. of this and 
1/6 doz. of that. It means if goods 
are packed 1% doz. in a bundle, get 
the % doz. price on goods that 
move. In that way you help the 
greatest friend you have, the job- 
ber ; then on the items that do move 
slowly he will be only too glad to 
break bundles for you. 

And last, but not least, you can't 
live like a rich man and draw more 
from your business than it will 
stand. 

After all the dealer is only as big 
as his business. 
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*J OHN DAVIS, Sales Manager, Davis Bros. 

Drug Co., Denver, Colo., speaking before a 
recent hardware gathering in that city, made some 
startling comments and many helpful suggestions. 
82 per cent of drug store employees SELL mer- 


DON’T know anything about 
the hardware business, but there 
is one question I would like to 
ask you about it. When F go to 
buy rope in a hardware store, 
I say, “I want some kind of rope, about 
thirty feet of it,” and the clerk says, 
“That is eighteen cents a pound.” I'll 
be damned if I know how many pounds 
are in thirty feet of rope. I think the 
hardware dealer, in this case, is not 


chandise as compared with 52 per cent in hard- 
ware stores, he says. Every bit of this article is 
brimming with ideas that enable druggists to sell 
more merchandise. Hardware stores in general and 
your store in particular will benefit from this 
druggist’s unbiased view of the hardware business 





serving his public correctly. If he 
would say, “That is four cents a foot,” 
or whatever it might be, he might get along better and 
leave a lot better impression with the ultimate consumer 
than by saying “It is so much a pound.” In the drug 
business the retail druggists buy ice cream by the pound. 
Suppose you went in to buy some ice cream, and the 
clerk, after you had said you wanted a quart of ice 
cream, said to you, “It is forty-nine cents a pound,” you 
would go out of there and wonder what the hell was the 
matter. That is exactly what you do in your business. 
Reference has been made to the amount of business 
done by certain mail order houses. You may be 
acquainted with figures compiled by the Government in 
1927. This refers to the retail and wholesale trade 
census of Denver alone, and was conducted by the 
Bureau of Census of the United States in conjunction 
with the local chamber of commerce. Sometimes figures 
are very dry, but remember these are for Denver alone 
in 1927. Here are the figures that have to deal with the 
hardware business here. There are eighty-nine hard- 
ware stores here in Denver—retail hardware stores, 
doing a total volume of business of $1,792,000, or 1.15 
per cent of the total retail business done in the City of 
Denver—a little over 1 per cent of the total retail 
business done in the City of Denver is in hardware. 
When I say that the retail hardware store business in 
Denver is 1.15 per cent, to mean anything you have to 
compare that with some other line of business. The 
retail druggists do 4.37 per cent of the business in town, 
or a little less than four times the amount done in the 


hardware trade. The average sales per hardware store 
in Denver is $20,135, while the average sales per drug 
store in Denver is $28,131, or $8,000 per store more 
business annually. Here is an interesting comparison. 
Fifty-eight per cent of the employees in the retail hard- 
ware stores of Denver sell merchandise. The balance 
of them take care of the merchandise or manage the 
business, or loaf, or something like that. Maybe that is 
where you get so many loafers. 


Profits Come Only from Goods Sold 


Eighty-two per cent of drug store employees sell mer- 
chandise. Remember that all of your profits come from 
the sale of merchandise, and not from crabbing or put- 
ting stock away or taking are of it—but by selling it to 
the consumer. Only 58 per cent of your employees are 
working selling, whereas 82 per cent in the drug busi- 
ness sell merchandise. A small difference might be 
accounted for by heavier items in the hardware business 
than in the drug business, but surely not as wide a spread 
as between 58 per cent and 82 per cent. The hardware 
store employees are not paid as well as the drug store 
employees. The hardware store employees get 12.63 
per cent of the annual sales in wages. The druggists pay 
their clerks 14.22 per cent. 12.63 per cent of the 
hardware trade, and 14.22 per cent of the drug trade. 

We find that the 89 hardware stores here in Denver, 
as I said, do $1,792,000 in business, but the Five-and- 
Ten Cent Stores here in the city of Denver do $355,200 
in hardware, tools and machinery. Now in hardware, 
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T ot HARDWARE Men 


A Story Full of Pep and Ideas! Don’t Miss Reading It! 


tools and machinery, the hardware stores do $1,175,000, 
which leaves a difference of approximately $600,000 to 
account for, which is made up in stoves, ranges, elec- 
trical appliances, farm implements, china, glass, paint, 
varnish, et cetera, and, of course, some of you sell tires, 
too, in your hardware stores. 

Now, in order to be a manager of any kind it is a big 
job. You have lots of things to do. You have seven 


















“If you are selling an 
article that won’t break 
and the customer is not 
paying attention — just 
drop it. The article hits 
the floor and the cus- 
tomer will jump to pick 
it up. Then it is in his 
hands. You have at- 
tracted his attention and 
can demonstrate the item. 


distinct jobs to do. First, you have to buy your mer- 
chandise. Then you have to plan your advertising, and 
advertise that merchandise. You have to arrange your 
displays, and change them frequently. You have to 
take care of your personnel selling in the store, to see 
that your clerks are pepped up; that they have knowl- 
edge of the merchandise and know what it is. You have 
to take care of the cash, have cash control so you can 
pay for your merchandise. You have to care for your 
stock and refurnish it when necessary, and then last, 
vou have to hire your help. 

Now, advertising, display and personnel sales are 
all selling jobs. Three of your seven jobs, which I 
have enumerated, are selling jobs, whereas three are 
control jobs—control of your cash, control of your stock, 
control of your help. But there are seven great big 
jobs which you have to do. When you come to the 
control of your stock, there is just one thing I want to 
say that has worked out profitably for a great many of 
my customers in the drug business, and that is con- 
centration. I preached two years ago to some of my 
customers that it would pay them to concentrate their 
purchases with some concern that was capable of tak- 
ing care of their needs. They 
thought I was arguing on a 
selfish basis until I began 
showing that right down the 
line they could save—they 
could save a_ tremendous 
amount in bookkeeping by 
concentrating their pur- 
chases. They could save in 
this, way and they could save 
in that. I have a dozen cus- 
tomers doing that. 

The results for last year 
show their profit greater than 
ever before. Their overhead 
expense has been cut down 
You have no idea how much 
time you can save in getting 
this method accomplished. 
This results in the men 
spending more of their time 
out in front of their store, 
merchandising, selling what 
they have to sell, and seeing 
that their clerks sell what 
they have bought. And the 
result is that their sales have 
gone up, their profits have 
increased. It is an actual 
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fact and it has proved to be profitable in another kind 
of business to concentrate your purchases in one con- 
cern capable of taking care of them. It has made a 
profit for this dozen retailers that I have told you about. 


No Matter What You Call It—It’s Selling Just 
the Same 


You may call selling merchandising, because that is 
a highfalutin name for selling—‘‘merchandising.” You 
may give selling a high hat name and call it “plan 
selling.” Plan what you are going to do. Plan ordering 
your snow shovels in the summertime and your screens 
in the wintertime. Plan how you are going to increase 
the volume of the business that you do. Plan how you 
are going to increase your sales by items. First pick 
out the item you want to push; pick out some item that 
may be nationally advertised. It will be an item that 
naturally shows you a profit, an itern that people want. 
You would not try to sell snow shovels in the summer- 
time. Pick out an item that they need today. After 
you have picked out that item, plan how you are going 
to work it. The first thing you have to do is to let the 
people know you have it. 

Thus you come to advertising, the second step in 
your plan selling. In the retail business in the country, 
circular letters have proven more sucessful than any 
other method of advertising. Whether they do in the 
hardware business or not, I don’t know, but a customer 
that will get a good mailing list has something effective. 
You can get that list not from your charge accounts— 
those will only represent your customers—but you can 
obtain complete lists by other means. 

After you get your circular letters out, you take the 
item you want to push and put it in your windows. 
Windows and window displays are meant to do four 
things: First, to attract attention. One of the best 
ways you can attract attention is to have something 
moving, something walking up and down. You will 
notice at Christmas time store windows with electric 
trains running up and down the floor, and try as you 
may you can’t get through the crowd to get close to it. 
There is a big crowd around there. These giant dum- 
mies are good, and a mass display always does the 
work. Five-and-Ten Cent Stores always have mass 
displays. They will have a window full of jelly beans, 
and it looks as though they put a carload in there. It is 
all built up in the back, and there are not so many jelly 
beans exposed to view, but they look big. 


Tie Up Displays Inside the Store 


Moving items, large sized, and mass displays will 
arouse attention with your window displays. The next 
thing a window display is meant to do is to create inter- 
est in what you have displayed. If you have displayed 
screens or screening, the people will think, “I have some 
screen at home that has holes in it.” The next thing 
is to arouse the desire to buy, and the last is to make 
them come in and purchase the article—actual action. 
You want to tie up the display in the inside of your 
store with that outside. A person decides, after look- 
ing into your windows at your screen display, that he 
wants to buy some screening and he goes inside of the 


store to see your display there. If you have a window 
display of hammers, have hammers displayed on your 
counters. Tie up the inside of your store with the 
outside. 

Now, the fourth job in that plan selling is to actually 
sell the merchandise. You have to have knowledge of 
the merchandise. Where can you get that knowledge? 
Well, you can get it from the man you buy the mer- 
chandise from. How many of you buy something spe- 


cial to put on a sale? Perhaps you buy cutlery, or- 


something like that. You know all about the sales 
methods that are used in connection with this article, 
the way to handle it, and you have found out certain 
things from the salesmen who sold you the articles, but 
you keep that information to yourself. You never pass 
it on to your clerks, and that is the thing you have to do, 
because they are going to sell some of these articles, 
too, and unless they know and have knowledge of the 
merchandise, they are handicapped because you were 
tight with your information. Make the salesman you 
buy the articles from talk to your clerks about them. 
Make the salesmen pass the information on. 


There’s a Reason in the Package—Read It 


Next, the package itself: It usually contains very 
valuable information. What is inside of it? Read what 
is on the package and find out what it is. That applies 
to the drug business, I suspect, more than any other 
business, because there are so many different and vari- 
ous kinds of goods, syrup or tonics, and the druggist 
has to read the circular attached to the package to know 
about his products. Advertisements in national maga- 
zines, in newspapers, and also in trade journals will 
give you valuable information about the product. Did 
you ever stop to think that the library gives a lot of 
information on these subjects? Suppose you are selling 
seed. You have to know about smut on wheat. The 
library is full of books on this subject, and you should 
go there and read up on it so that you can talk intelli- 
gently to your customers, have knowledge of your 
merchandise and know what you are selling. 

Now, in the selling game, your clerks are going to 
have a lot to do with this. How are you going to pep 
up your clerks? Did you ever try to put on a contest? 
Give each clerk a quota. He has to sell a dozen of this 
item, or so many pounds of this rope, so many feet of 
this screening. Put on a contest. To make a contest 
interesting, don’t just say, “We are going to have a 
contest,” and let it go at that. Say, “Who is going to 
sell the most of this particular item for the week?” 
Dress it up, dramatize it a little. We like dramatics. 
Have a basketball game, and if you have a dozen em- 
ployees in your store, tell them what they have to sell, 
and make up two teams, two basketball teams and give 
each team a quota. Put up a little prize for the team 
that wins. If you do not have that many employees, 
you can always have a golf game. Most every one plays 
golf. Two can play golf. Dramatize your contest. 
Give them a quota, and keep them on their toes. Remem- 
ber that is your job.. Pass on the information you have 
to give first. 

As a sample of passing on information, I went into a 

(Continued on page 69) 
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The STIMULANT 
OF MODERN 
BUSINESS’ 


OLOR is more than a craze, or even vogue; it is 
a fundamental step in the development of mer- 
chandising ; it expands the range of commodities 


offered, enhances artistic effects and increases the vol- 
ume of retail selling. 

Previous to the color vogue, the tendency had been 
to hand-to-mouth buying. Your problem was keeping 
inventories down—small profits and quick turnover. 
Then, the advent of color merchandise, practically over- 
night, forced you to increase your stock, in some lines 
from five to seven times. It used to be white enamel 
cooking utensils (come ‘to think of it aluminum had 
replaced enamel )—at any rate, all you had was a range 
of sizes in each number. Then the enamelware people, 
fighting to get back this market, introduced color and 
today you have the same range of sizes in a number of 
colors. 

Fine for the manufacturer, but what about the mer- 
chant? Of course there will be simplification moves. 
The stove people for example are making colored parts 
interchangeable. And the strong colors, often inappro- 
priately used, that ushered in the color vogue are giving 
place to soft pastel shades, and other colors, now more 
intelligently used. So color in merchandising is here 
to stay. 

Technicolor pictures, or talking motion pictures de- 
veloped in colors, will exercise a great influence in 
further awakening the color consciousness of the public, 
and in directing color styles. And we will have to con- 
sider not only color harmony, but also the emotionalisms 
and symbolisms of color. 

Color is the presence of white light (day light) for 
without white light there can be no color. You do not 
go into a dark room if you want to match a color. You 
take it out into the day light. There are three primary 
colors—red, yellow and blue—and by the mixing of 
these colors, with, at times, the admixture of black and 
of white, approximately all colors are possible. 





*From an address of A. E. Lawrence, color consultant, Bass-Hueter 
Paint Co., San Francisco, at the Spokane, Seattle and Portland conven- 
tions, 







Color is a sensation produced by the action of light 
rays on the retina of the eye. Consider pigmented col- 
ors. When the white light rays fall on a “red’’ object, 
the yellow and blue are absorbed or subtracted from the 
complete assortment of rays contained in white light, 
and only red is reflected. However, in colored illumi- 
nation, or with colored lights, you do not take away a 
color, you add a color to it. This is important to you 
merchants in your window displays and illustrates why, 
when lights are turned on, the expected color effects in 
the displays are changed and sometimes spoiled. 

Color emotionalism: Red is exciting ; green is cooling ; 
yellow is cheering; purple is subduing; orange is stim- 
ulating ; etc. 

Color symbolism: Red in its brighter hues stands for 
danger and war; green stands for peace and safety. 
The color of “that school girl complexion” is a tint of 
red with a little blue; it is the symbol of health, while 
directly opposite on the spectrum‘is the greenish yellow 
that we say is a “sickly color.” 

With such knowledge we are better able to use color. 
It is worthwhile to know that certain colors appeal to 
men; others to women. Red, including tints of pink 
and darker shades of maroon is the preference of 42 
per cent of women, and blue is the preference of 44 
per cent of men. 

Up to a few years ago a hardware store was about 
as uninteresting a place as a customer could go into. 
Then you adopted a warm yellow as the standard color 
of the independent hardware dealers. The color, both 
cheering and stimulating, was to be used, inside and 
out, and in certain ways. In some stores it proved a 
profitable investment. The friendliness of the color, 
which the customer felt even before entering the store, 
was expressed by the salesman who came to greet him 

(Continued on page 64) 
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Mr. Harris Sees How 





A gentleman with a 
bump of curiosity is 
conducted through the 
mysteries of paint pro- 
duction. Mr. Harris, 
hardware merchant, as 
this story discloses, be- 
comes better equipped 
with real, basic knowl- 
edge of the product he 
asks his customers to buy. 
You do not need to take 
the same course Harris 
took—what he found out 
is given in this article. 
Read it, it will not take 
long! 


When Mr. Harris 
viewed the con- 
tents of barrel, keg 
and sack in the 
storage rooms of 
the paint factory, 
he understood the 
romance of the 
paint industry, as 
his imagina- 
tion carried him 
from the turpen- 
tine forests of the 
South to the fields 
of Minne- 
sota, where flax for 
linseed oil is grown 
with the wheat 





F Mr. Harris had not owned a hardware store in Texas, he would 
certainly have been a newspaper reporter. He was possessed of a 
curiosity about things which would have done credit to a sucessful 
“nosey” journalist on a metropolitan daily. And being unable to 
exercise his talent in hunting down the details of fire, murder 

and theft, he turned it to good account in uncovering the less obvious 
aspects of his business—the facts that are not always part of the equip- 
ment of the hardware dealer, although their inclusion in his mental 
background are important factors of his success in the hardware 
business. 
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AINT Is (Mabe 


So to satisfy his curiosity about the manufacturing 
methods of one of his staple products, we find Mr. 
Harris one bright summer morning before the doors of 
a large paint factory. Business had called him East 
and he was taking this opportunity to find out about 
paint from the technical angle of its manufacture.” Ap- 
plying at the manager’s office of an up-to-date, six-story 
building, for permission to go through the paint factory, 
Mr. Harris was introduced to Mr. Wagner, an executive, 
who offered to show him around and explain the manu- 
facturing processes. 

They started with the engine and boiler rooms, which 
are several floors below the street level. Here 150 hp. 
boilers furnish the power for the dynamos that operate 
the machinery which makes the paint. Mr. Harris was 
interested in machinery of every sort but dynamos and 
boilers were an old story to him, so he was anxious to 
get on to the more adventurous parts of the factory. 
They left the boiler rooms and made their way upward 
through the storage rooms, where the raw materials are 
kept in barrels, kegs, sacks and bundles. 

“Only a lot of musty, uninteresting commodities,” 
thought Mr. Harris. But when his companion started 
to talk about the contents of these dull-looking con- 
tainers, Mr. Harris changed his mind. Mr. Wagner had 
an unusual faculty for uncovering the romance of in- 
dustry, and as he talked Mr. Harris felt as if he were 
taking a trip around the world. Barrel and sack fell 
away before the eyes of his imagination and revealed 
their romantic contents—resins of Africa, oils of China 
and North Dakota, lead of Missouri, zinc of New Jersey, 
turpentine of North Carolina, mineral spirits of Texas, 
manganese of Russia and titanium of Florida. 

“What particular raw products go into the making 
of, say, outside white paint?’ questioned the harM@are 
dealer. 

“Our outside white paint contains white lead, zinc 
oxide, sometimes barytes, linseed oil, turpentine, mineral 
spirits and a lead and manganese drier,” chronicled Mr. 
Wagner. “Lead ores are mined in this country in great 
quantities. Pig lead, used in the manufacture of white 
lead, is obtained from them. Zinc ores are mined and 
converted into zinc oxide in New Jersey and elsewhere. 
Barytes is mined in Missouri and Tennessee and ground 
and purified. Linseed oil comes from the flax fields of 
the Northwestern States. After the seeds are threshed 
from the plants they are shipped to crushers in Minne- 
apolis, Buffalo and other cities, where they are cleaned, 
ground, heated and the oil pressed out. 

“The mineral thinners come from the petroleum oil 


BY BERTHA ANNE HOUCK 





Mr. Harris visited the paint laboratory where the 

chemist told him how samples were matched, raw 

products analyzed and the finished products 
tested 


wells in Oklahoma, Texas and California and turpen- 
tine comes from the*pine forests of the South. The 
manganese in the drier is brought to America from mines 
in the Caucasus Mountains and from Brazil,’ con- 
cluded Mr. Wagner. 

By the time this information -had been imparted the 
two men had finished their inspection of the storage 
rooms and returned to the first floor, where the business 
offices were located. From there they went to the room 
where the dry colors were made. A large number of 
wooden tubs or vats greeted them. 

“These tubs,” explained Mr. Wagner, “are made of 
cypress wood and resist the chemical acids and alkali in 
the manufacturing of dry colors. Metal will not do this, 
therefore it is not used. 

“We make a variety of shades of yellow, green, blue 
and red. First the raw materials are mixed and when 
the color is precipitated the solution is allowed to settle. 
As you see the liquid is being drawn off and the color 
washed and placed on trays and put in the oven. 

“The ovens are located on the roof and you can see 
them later. After the color has dried it is taken into the 

(Continued on page 67) 
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Sad Oui Rcet Middicc. 


By LLEW 


MERRY-GO-ROUND will give 
you a ride, but it doesn’t take you 
anywhere. You get off at the same 
place you start. 

We are beginning to wonder if 
the hardware industry during the past few 
years has not been patronizing a distribution 
merry-go-round instead of a through train or 
a fast motor car. : 

Not but what time tables, road maps, and 
one way tickets have been available. They 
have—plenty of them. There have even been 
offers of personally conducted tours; neverthe- 
less the rank and file of the trade has stuck to 
old routine that starts and stops at the same 
place every day. We've listened to advice; we 
have even become mildly enthused at times; 
some of us have taken a few short side trips. 
But—after our little mental flares we have 
slipped quietly back to the old business merry- 
go-round to take our daily rides and to wonder 
why we are not getting anywhere. 

Back in 1924 the idea of the Hardware 
Council originated; a good idea which soon 
took definite form. The Council was organized, 
consisting of four manufacturers, four whole- 
salers and four retailers. To be sure it was 
purely an advisory body. Its job was to study 
trade questions, report its findings, and make 
recommendations for betterment. Unfortu- 
nately it had no authority to enforce its recom- 
mendations. It had to depend entirely upon 
the voluntary support of hardware manu- 
facturers, wholesalers and retailers for any 
practical application of its findings. 

Restricted to study, analysis and recommen- 
dation, the Council has done as good a job as 
any reasonable person could expect. It has 
studied, it has analyzed, it has recommended. 
If the trade would put into active practice only 
five per cent of the Council’s recommendations, 
the betterment would be so apparent that even 
a blind man could sense it. However, the 
“voluntary support” referred to above has been 
conspicuous mainly by its absence. It was four 
years ago when the Council issued the famous 
“five recommendations” covering what each 


S. SOULE 


factor in the hardware industry should do in 
the mterest of more efficient distribution. 
Those recommendations were published and 
distributed. 


Possibly you remember them. If not, here 
they are: 

The recommendations of five things which 
manufacturers should do in the interest of more 
efficient distribution are: 


1. Have a clear-cut distribution policy, and live up 
to it. 

2. Provide adequate compensation for the service of 
distributors. ‘ 

3. Adjust package quantities to fit the retailer’s re- 
quirements, particularly as the goods of less fre- 
quent sale, thus eliminating the extra expense 
incident to the handling of broken packages. 

4. Reduce number of specialty salesmen and mis- 
sionaries who solicit retailers for orders to be 
filled by or through wholesalers, and save the 
expense of such duplication of effort. 

5. Discontinue antiquated methods of production, 
packing and office routine, to the end that orders 
may be more intelligently and more promptly 
filled ; and exercise greater care and economy in 
the preparation and distribution of advertising 
and sales help. 


The recommendations of five things which 
wholesalers should do in the interest of more 
efficient distribution are: 


1. Be a wholesaler. Do not finance irresponsible 

@ dealers, take chances with unworthy credit risks, 
or encourage inexperienced men to go into the 
retail business. 

2. Limit sales effort to the territory which can be 
served most economically and efficiently and dis- 
continue unnecessary and unproductive service. 

3. Employ fewer but more efficient salesmen. Train 
them to know the goods they sell. Enlarge the 
territory of each, and reduce the number of calls 
on the dealer. 

4. Carry adequate and well assorted stocks, so that 
substitution, back orders and factory shipments 
may be avoided. 

5. Study the problems and requirements of and 
work with and help the retail trade to operate 
with greatest efficiency; reduce operating costs 
wherever possible and assist retailers to meet 
competition. 


The recommendations of five things which 
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retailers should do in the interest of more effi- 
cient distribution are: 


1. Modernize stores and sample goods to get most 
attractive displays, price in plain figures, and 
otherwise make it easy for customers to buy. 
Keep store and stock clean. Advertise intelli- 
gently and consistently. 

. Study business thoroughly and educate self in 
modern methods so as to be an efficient merchant. 
Train employees to sell and serve. 

3. Meet all obligations promptly, take cash discounts 

and establish high credit standing. 

4. Concentrate buying with wholesalers able to 
render most economical service. Study local 
conditions so as to determine the kind and quan- 
tity of goods to buy and competition to meet. 
Place advance orders for seasonable goods. 
Maintain complete stocks, but keep inventory as 
low as practicable by frequent purchases (full 
packages as much as possible). 

5. Control the granting of credit and watch collec- 
tions so as to eliminate losses and unnecessary 
risk. 


bdo 


As the poker player would say, “Read ’em 
and weep.” ; 

How many of those eminently sensible 
recommendations have received more than 
passing notice by the trade as a whole? A few 
individual manufacturers, wholesalers and re- 
tailers have adopted one or more of the recom- 
mendations directed to them. The balance of 
the industry has paid about as much attention 
to Council’s suggestions as the average person 
does to a “Keep off the Grass” sign. 

Let’s consider just a few of the suggestions, 
bearing in mind that they are the results of 
careful study and analysis by selected repre- 
sentatives of all factors in the industry. 

For manufacturers: 

“Have a clear-cut distribution policy and 
live up to tt.” 

Has any one noticed any wild stampede in 
the direction of “clear-cut distribution policies, 
rigidly adhered to?” A few have adopted such 
policies. A few have lived up to them. The 
rank and file are still riding on the merry-go- 
round ; getting off at the same station they have 
used—coming and going—for years. 

Can you blame them, when the rank and file 
of the other factors in the industry are still 
patronizing their original merry-go-round? 


: AND oe aii 


How about the wholesaler? The Council 
recommended in part as follows: 

1. Be a wholesaler. Do not finance irre- 
sponsible dealers, take chances with unworthy 
credit risks, or encourage inexperienced men 
to go into the retail business. 

“2. Limit sales effort to the territory which 
can be served most economically and efficiently, 
etc.” 

Has there been any mad scramble to follow 
those recommendations? If so, a lot of retailers 
are laboring under a misapprehension, when 
they complain of jobber competition and over- 
lapping sales territories. There are exceptions, 
of course, but we are considering these ques- 
tions from the standpoint of the trade as a 
whole. 

Can we consistently blame them? Have we 
any right to take a “holier than thou” attitude 
in the matter? The distribution laundry isn’t 
working over time on just the skirts of whole- 
salers. 

Here are some of the things the Council 
recommended to hardware retailers: 

“Meet obligations promptly, take cash dis- 
counts and establish high credit standing.” 

“Concentrate buying with wholesalers able 
to render most economical service.” ‘Place 
advance orders for seasonable goods,” etc. 

Have any retailers been “killed in the rush” 
to follow these suggestions? We have heard 
instances of taking cash discounts, some with- 
out any consideration of the time limit. 

Are any wholesalers swamped with advance 
orders or concentrated purchases? 

No. It is not a case of pinning the guilt on 
any single culprit. There is enough guilt to go 
around the whole hardware distribution circle, 
with some to spare. Meanwhile competition 
is making “hard sledding” for the entire in- 
dustry. 

Let’s be consistent. Let’s either follow the 
Council’s recommendations as a unit, or con- 
fess defeat and relieve the Council members of 
a lot of unappreciated, thankless effort. 

There has been enough four-flushing. An- 
other year of merry-go-rounds and all the 
recommendations in the world won’t save us. 

It’s time to quit riding, and go somewhere. 
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HARDWARE STORE 
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— PEN display selling is the modern method of merchan- 
dising. It has proved its worth in the 5 and 10, the 
grocery and the drug stores, and today is selling “slow- 
acting’ customers in the hardware stores. Good illumi- 
nation in the store crowns the success of this new over- 


Ea the-counter selling scheme for it attracts attention to 
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other articles besides that for which a customer has entered the store. 
More than just lighting the store to comfortable vision, good illumi- 


; nation stimulates sales by giving an added life to the merchandise 
N the June 26th Issue of HaArp- 


wins Aan Seek Lighting war displayed. It invites the customer to close examination. Once he ’ 
stressed. If you read the article, has an article in his hand, his sales-resistance is at a low ebb and j 
“Well Lighted Towns Will Get : . a ea : 
the’ Dithaeae” enn) eel “bb tater- the sale is made easy. This is especially true in hardware stores, for : 
ested in this article here bright light gives conspicuous luster to the many metallic-faced i 


By W. S. HADAWAY articles and literally urges the customer to buy. 
y lhneiting Bagincer Good hardware store lighting begins at the sidewalk. In past years 


Commercial Engineering Dept. hardware stores were visited only when necessity demanded but today a 
Westinghouse Lamp Co. well-décorated, brightly-lighted, show window tends to stop the passing 
pedestrian, who otherwise would not stop and reminds him to buy that 
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Hardware Stores lighted in this manner easily convince the customer of the quality of their 
merchandise, reduce selling costs and increase turnover 


to INCREASE SALES 


household tool or article which he has needed for some 
time. It is also important to give careful consideration 
to the arrangement of the display and to change the 
window often, for good lighting alone, while it helps tre- 
mendously, will not complete the decoration. 

The interior of the hardware store must also be 
brightly lighted. If, after pausing to view a window 
display bathed in bright light, a prospective customer 
moves into a store which appears conspicuously darker, 
he is apt to lose his buying “spark” kindled by watching 
the window display. A brightly lighted store, however, 
will continue to fan that spark until a sale is made. 
Hardware dealers who display articles of merchandise 
within view by attaching various kinds of tools to the 
outside of stock drawers, make the best use of bright 
light. An article that is alive with light will actually 
persuade a customer to pick it up for closer examina- 
tion, reducing the resistance to a sale. This type of 


Hardware Age has been 
presenting, during the 
past eight weeks, a series 
of articles, intended to 
penetrate to the real 
basis of present day sell- 
ing. Beginning May 
29th, this Series has 
taken up such Subjects 
as Competition Between 
Cities and Towns, the 
making of Surveys, Farm 
Market, Lighting of 
Streets, and Mail Order 
Competition—all in their 
natural sequence and by 
authors who are direct- 
ly familiar with their 
subjects. This article 
brings the series into 


YOUR STORE. 
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INCORRECT METHOD 
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CORRECT METHOD 


Fig. 1 = Incorrect and correct methods of placing lighting fixtures in the 
lighting of a typical hardware store. 


soczeceateaee a | 2 





seers 














34 HARDWARE AGE for JULY 17, 1930 





lighting is obtained by the proper choice of lighting 
fixtures, of correctly-sized lamps, and of correct spac- 
ing throughout the store. 

The show window of a typical hardware store illus- 
trated in Fig. 1 is lighted with regular show window 
reflectors burning 150 watt lamps. These reflectors 
should be mounted on 14 to 18 in. centers at the front of 
the window and flush with the ceiling. If they cannot 
be recessed in the ceiling, it is permissible to mount 
them just below, in which case it is necessary to place 
a shield around the top of the front window pane so 
that the reflectors are concealed from the eyes of people 
who stop to view the display. A cloth or glass curtain 
can be used, and in many cases a sign painted across 
the front of the window serves the purpose. 

Various spacings and lamp sizes for show windows 
are recommended by standard practice according to the 
location of the store relative to the main street of a 


town or the business district of a larger city. These 
recommendations are as follows: 

Spacing of Size 

Population Location of Reflectors of Lamp 

of City Store ( Inches ) ( Watts ) 
5,000 or less Main Street 15 150 
Side Street 18 150 

5,000 to 50,000 Main Street 12 150-200 
Side Street 15 150 
Above 50,000 Super White Way = 15 500 
Metropolitan Area 12 200 

Main Street 12 150-200 
Side Street 15 150 


Wiring for a show window lighting 
> ben) S 


installation is often as important 


% Switches 


if the owner feels that brighter light accelerates sales, 
but there should never be less than 2 watts per sq. ft. In- 
closing globe Sollux units of white opalescent glass 
diffuse the light and make for an even distribution over 
the entire store. In the average size store 200 watt 
lamps should be used. 


I: the store is more than 1Z ft. wide the units should 
be mounted in two rows about 10 ft. apart, each row 
half way between the center of the room and the side 
wall. The units themselves should be placed about 10 
ft. apart along the length of the room. For stores un- 
der 12 ft. wide, one row down the center of the room 
with the units spaced 10 ft. apart will give a good dis- 
tribution of light. For all stores requiring two rows 
of units, the distance from the wall to the first row of 
units should not be more than one-half the distance be- 
tween the rows of units, which would be five feet where 
the rows are spaced 10 ft. apart. 

In the average hardware store with a ceiling 12 to 
14 ft. high, the units should be mounted 10 to 12 ft. 
above the floor. In no case should the distance from 
the floor to the bottom of the lighting fixtures be great- 
er than one and one half times the distance between 
units. For example, if the units are spaced 10 ft. apart 
they should never be more than 15 ft. above the floor. 

Fig. 1 shows a store 20 by 48 ft. incorrectly lighted 
with one row of units down the middle of the room. 
The correct method has two rows of units 10 ft. apart 
and five ft. from each wall. The units themselves are 

(Continued on page 67) 








as lamps of correct size and proper 
spacings of reflectors. Show windows 
can be wired so that only part of the 
fights need be lighted. Spotlights used 
to give emphasis to particular articles 
in a display, can be wired separately 
so that they are burned only when 
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desired. Also, those stores which find 
it necessary to have all window lights 
burning for certain periods during the 
day when window pane reflections pre- 
vent passing pedestrians from seeing 
the display, need burn only part of 
them during the night. Two diagrams 
in Fig. Z show methods of wiring 
show windows for a store in a metro- 
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politan city-and for a main street store 
in a smaller city. 

Good lighting for the interior of a 
hardware store is based on the number 
of square feet of floor area to be 
lighted. The use of 2 to 3 watts per 
sq. ft. will give sufficient illumination 
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to light the store for easy and quick 
However, this can be increased _ Fig. 2 
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The beveling grinder as installed in the Solenberger base- 
ment. The photo below shows the workroom 


S. SOLENBERGER & CO., Winchester, Va., have 
J. found an auto glass department exceedingly profit- 

able. The number of cars in operation is increas- 
ing steadily every year and highways are becoming 
more congested, resulting in many automobile acci- 
dents which are responsible for a larger demand for auto 
glass for replacement purposes than the casual observer 
might think exists. 

This firm roughly estimates that the receipts of the 
auto glass department average about $25 per day, half 
of which is profit. The necessary stock of ample pro- 
portions for the local demand entails an investment ot 
approximately $1,500. A smaller investment is required 
for the necessary equipment required for the work than 
one unfamiliar with it would surmise. In addition to a 
proper stock of auto glass, the next largest outlay in 
starting an auto.glass department is for a suitable motor 
driven grinder or edger for bevel- 
ing the edges of the glass. These 
may be purchased in two different 
types. The stand type, which is 
illustrated as installed in the base- 
ment of Solenberger’s store is the 
more expensive of the two types 
of edgers which are available. 
This particular edger costs about 
$150, although bench types, which 
are said to be almost as efficient 
as the former, may be had for 
around $50. Other required equip- 
ment, mostly in the nature of spe- 
cial binding and upholstery sup- 
plies, involve but a negligible ex- 
penditure. 

It is seldom that over thirty 
minutes elapse before an ordinary 
windshield or door glass is re- 
placed and while cutting the glass, 
particularly wind shield glass hav- 


AUTO GLASS 
DEPARTMENT | 


ISA 


-PROFITABLE | 
SIDE LINE 


IN THIS VIRGINIA 
HARDWARE STORE 


ing a curved edge, and shaping of the sharp-or rough 
edges requires some skill, it is a knack said: to be 
sasily acquired by the average hardware store sales- 
man. In some towns garages do auto glass work, but it 
is usually done as an accommodation to their customers 
and if some local establishment made a specialty of 
installing auto glass the garages would, in most instances, 
be glad to send their customers for replacement glass 
to a hardware store specializing in the service. In other 
smaller towns, car owners who have the misfortune to 
break a glass are forced to go to some larger town 
nearby to have it replaced. It is possible, that in your 
city that the present auto glass service available to car 
owners is inadequate or unsatisfactory. This can 
readily be determined. Hardware stores who are now 
carrying automobile tires and accessories, would find 
(Continued on page 64) 
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The “Grave Yard” of old cars at 
the Rouge Plant of the Ford 


Motor Co., at Dearborn. The cars, 

representing various makes, many 

of them obsolete, are awaiting 
their turn on the salvage line 


olving the O. oo __ 


Ford Scraps 375 Automobiles Every 16 Hours 
Even the Grease Saved 


: , YITH the automobile industry as a whole search- 

ing for the best method of solving the problem 

of the old car and ridding the highways of dis- 

carded hulks, the Ford Motor Co. has conducted during 

the past few months an interesting experiment in scrap- 

ping automobiles, which the company announces has 

been found so practical that plans are being made for 

increasing salvaging facilities and continuing the work 
on a more extensive scale. 

Under the auspices of the National Automobile Cham- 
ber of Commerce, other automobile manufacturers 
recently put forth a plan called the National Safety 
Highway Campaign for the purpose of meeting public 
complaints regarding the disfiguring of the landscape by 
abandoned cars. 

The Ford plan, it appears, not only brings in the old 
cars that otherwise might be left by the roadside, but 
turns the old material that is recovered to useful 
purposes. 

A force of 120 workmen is now employed at the Ford 


Motor Co.’s Rouge plant at Dearborn, Mich., dismantling 
old cars at the rate of 375 every 16 hr. It has wrecked 
18,000 old automobiles by a disassembly method pat- 
terned after its famous assembly line for automobile 
production. 

At Buffalo the Ford company is about to erect a new 
reclamation plant, where similar automobile scrapping 
methods will be employed, and presumably the old 
material will be sold to steel mills and other scrap con- 
sumers in that district or shipped by boat to the blast 
furnaces and open-hearth furnaces of the Ford plant in 
the Detroit district. 

In its dismantling process the Ford company salvages 
many parts, such as tires, in their entirety. Some other 
materials are being converted into useful articles, while 
the iron and steel is remelted in the furnaces to do its 
bit in the manufacture of Ford cars and trucks. 


Pays $20 for Old Cars 


The derelicts are bought from Ford dealers at a fixed 
price of $20 a car. There is no restriction as to make, 
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age or condition, except that all cars must have at least 
some semblance of tires and a battery. 

Commenting on its plan, the Ford company says that 
“the salvaging of cars that have outlived their useful- 
ness serves three ends. It will rid the highways of 
motor menaces that are dangerous both to life and 
traffic, it will to a large extent free the landscape from 
unsightly junk piles, and it will convert into usefulness 
material that would otherwise go to waste.” 

Experiments were begun by Ford engineers on Feb. 5. 
Three moving conveyors are now in operation in the 
open-hearth building. Two are used for dismantling 
purposes, one for Ford cars and one for cars of other 
make. The third carries scrap iron and steel to one 
of the 10 open-hearth furnaces, and other salvaged ma- 
terial, such as batteries, tires and floor boards, to wait- 
ing trucks. 


Gasoline, Oil and Grease Saved 


The present method of scrapping is first to drain 
the cars of gasoline and oil, both of which are salvaged. 
Grease is also saved. The cars are then hauled into the 
open-hearth building and placed on a progressive con- 
veyor. The headlight lenses and lamp bulbs are re- 
covered, the spark plugs and battery are taken out and 
all glass is removed. Glass which is whole or may be 
cut to useful sizes is utilized for glazing in Ford plant 


HE Old Cars Move 
Slowly Along on a 
Conveyor While Work- 
men Remove Tires, Glass, 
Roof Material, Spark Plugs 
and Other Parts 






buildings. The broken bits are sent to the Rouge glass 
factory for remelting. Floor boards travel to the box 
factory to be used for crate tops. 

The cotton and hair obtained from upholstery and 
roof are separated, baled and sold. The muslin from 
car tops and the better grades of upholstery covers are 
made into buffer and polishing wheels. The imitation 
leather got from curtains and tops is immediately trans- 
ferred to electric sewing machine operators near the 
conveyor line, to be transformed into aprons for use in 
the blacksmith and other shops. Smaller pieces -and 
trimmings are fashioned into hand pads. 


All Parts Segregated and Saved 
Gasoline tanks are pressed and baled for the recov- 
ery of terne plate. Overhead compressed air wrenches 
that have been set in reverse unscrew the wheel nuts. 
When the wheels are removed the tires are inspected. 
If the tread is good they are sold as used tires at the 
commissary. Otherwise the entire unit is placed in auto- 
matic shears which sever both tire and rim. The tire is 
(Continued on page 73) 
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HAT Is Left of 
the Car Is Crushed 
in a Press So That It 
Can Be Shoved into a 
Furnace for Remelting of 
the Steel. The picture 
shows a car that has just 
come out of the press 
and that is about to be 
transferred to another 
conveyor which will 
carry it to the furnace 
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$50,000 RETAIL PAINT VOLUME 


N_ Roanoke, 
Co. has achieved a remarkable 
paint. On an exclusively retail basis, so far as the 
paint department is concerned, the firm sold nearly 


Va., 


the Graves-Humphrey Hardware 


record in selling 


seven cars of paint, including insecticides, in 1929, 

which was responsible for a $40,000 volume last 
year. With present indications pointing to the fact that 
ten or twelve cars of paint will be required to satisfy the 
demand during the current year, there is little ques‘ion 
but that the 1930 volume will total $50,000. 

One of the most important. factors in making this 
enviable record possible is attributed to the fact that a 
embracing every painting require- 
It has been 


very complete line, 
ment for their particular locality, is carried. 
the experience of this store that when the paint customer 
needs paint, that it immediately. For this 
reason the hardware merchant should seldom be forced 
to offer an alibi, such as: “I’m sorry, but we don’t have 
a paint suitable for the purpose you have in mind” or 
Our stock is sold 


is needed 


“Can you wait a few days for that? 
out, but we have it ordered and it ought to be here to- 
morrow or the next day.” Similar excuses create an 


unfavorable impression in the mind of the customer, 


making it a possibility that the prospect will go else- ; 


where, where a complete and adequate stock is ‘carried 
when paint is again desired. The nearby location of the 
manufacturer's warehouse enables the store, at the sam2 


o>) 


we) 


One very complete line, embracing every 

painting requirement for that particular 

locality of prime importance to this 
Roanoke, Virginia, hardware firm 


time, to do a maximum business. with a minimum stock. 
I‘requent checking assures adequate quantities of every 
painting item being in stock. 

Another factor considered of prime importance is the 
policy of the store to concentrate exclusively on one well 
known line of quality paint. This policy is to have many 
advantages. In the first place, the store develops prestige 
and local reputation for the one brand, upon which, 
they are centering their undivided attention. Customers 
who have used the brand on previous occasions and are 
satisfied with the results obtained, naturally express a 
decided preference for that specific brand as they know 
something about it from previous personal experience. 
Secondly, concentration is the most profitable purchasing 
method, especially in paints, since most manufacturers 
have ‘adopted some form of accumulative discounts, 
based upon the extent of the dealer’s annual purchases. 
In addition, if one manufacturer is receiving all of the 
merchant’s paint business, the dealer naturally receives 
better treatment. Shipments to such dealers are more 
quickly .made. Sales promotion assistance is provided 
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and the manufacturer’s representative is glad to lend 
every assistance within his power. 
Sales efforts made by the firm are neither tricky nor 


particularly specialized. The steady growth and devel- | 


opment of the paint department has taken place on a 
firmer and more stabilized foundation, following the 
natural, but often dormant public demand for paint that 
may be relied upon. The usual mediums for stimulating 
sales are, of course, utilized, including window display 
and advertising media of various types. Special atten- 
tion is given the household paint business, as well as 
encouraging the professional market comprised of 
master painters. In every phase of sales effort most 
impetus is placed behind the most active painting sea- 
sons, in the belief that it is easier to sell paint when the 
subject of painting is in the air. 

It has been the custom of the store for some time to 
keep a record of the painting jobs yearly completed 
with the supplies furnished by the store. Through di- 
recting the attention of paint prospects to such com- 
pleted jobs, they thus enable the customer to visualize 
the finished effect and to observe the weathering quali- 
ties of the finish. This tends to make store salesmen 
more particular in recommending a suitable paint for a 
given job, seeing that the paint is properly applied and 
suggesting an attractive color scheme. 

Every precaution is taken to make sure that the paint 
customer purchases the right kind of paint for the 
specific use for which it is intended and thoroughly 
understands how it should be applied. In illustrating 


the care exercised in this respect,.G. M. Trent, president 
of the company, said: “If we have a customer for a 
half gallon of porch paint, we first make it a point to 
inquire: ‘What color?’ Then our next question would 
likely be: ‘Do you intend to use it yourself?’ This 
leads to our next question: ‘Are you going to use two 
coats?’ If the reply is then in the affirmative, we rec- 
ommend that he thin the first coat with a little tur- 
pentine and suggest that the second coat be applied just 
as it comes from the can. We always make it a practice 
to say, just as we have completed a paint transaction: 
‘Of course, it isn’t necessary to tell you to stir it 
thoroughly.’ ”’ 

Salesmen in the paint department of the store have 
made a study of painting problems and are qualified to 
offer practical and competent advice on the subject. 
When customers ask for information they may be sure 
of receiving a prompt and intelligent reply. However, 
despite the precautions used and the advice given, an 
occasional complaint is encountered, due to no fault of 
the product or the store. Recently, Mr. Trent said, a 
lady telephoned the store to say that some porch paint 
she had purchased from the store was still sticky after 
having been applied for nearly three weeks. The store 
immediately sent one of the paint salesmen to investi- 
gate the complaint, as is their custom in such instances. 
Upon inquiry it developed that the lady engaged a man 
to apply the paint, who called himself a painter, but was 
unworthy of the designation. This so-called painter, it 

(Continued on page 73) 


A window display that will appeal to the woman purchaser through its home brightening suggestions. Lacquer and un- 
painted furniture give the feminine imagination a basis to work upon. 
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Simmons Hardware 


Vice-President, General Sales Manager 


L. E. Crandall has been elected 
vice-president and general 
sales manager, Simmons Hard- 
ware Companies, with branches 
in Atlanta, Ga., Minneapolis, 
Minn., Philadelphia, Pa., St. 
Louis, Mo., Sioux City, Iowa, 
and Toledo, Olmo. He _ took 
charge of the sales department 
on July 15, making his head- 
quarters in St. Louis. Mr. 
Crandall has had many years of 
both retail and wholesale hard- 
ware experience. 

In 1907 Mr. Crandall joined 
the Simmons Hardware Co. as 





JOBBERS ELECT CHERRY 
AS MANAGING DIRECTOR 


Joseph H. Cherry was ap- 
pointed managing director of 
the Metropolitan Wholesale 
Hardware and Housefurnish- 
ings Association at the annual 
meeting of that organization 





J. H. CHERRY 


held at the Hardware Club, 
Wednesday, July 9. He has 
served as secretary since the 
organization’s formation about 
18 months ago. The offices of 
secretary and treasurer will also 
be in Mr. Cherry’s care. Chas. 
J. Smith, president, Chas. J. 
Smith & Co., Jersey City, N. J., 
becomes president of the asso- 
ciation, succeeding E. R. Mas- 
back, president, Masback Hard- 
ware Co., Inc., New York City. 
The board of governors remains 
the same. 








Elects L. E. Crandall, 


a salesman, later becoming sales 
manager for Illinois, Iowa, In- 
diana and Wisconsin. He be- 
came in later years general 


GOODRICH EXPORT UNIT 
MOVING TO CANADA 


Announcement was made at 
Toronto on July 13 that the 
business of the Goodrich Tire & 
Rubber Co. would be more than 
doubled within the near future 
as a result of the company’s de- 
cision to transfer a major part 
of the export business from the 
Goodrich company’s internation- 
al plant of New York to Kitch- 
ener, Ontario. 





J. D. Tew, president of the 
company, paid a brief visit to 
Kitchener and conferred with 


D. L. Sargeant, manager of the 
local plant. Mr. Tew predicted 
a great revival in industry would 
occur within a short time and 
that, by bringing to Canada the 
Goodrich company’s large ex- 
port business, both the company 
and Canadian workmen would 
benefit. 

The Goodrich Tire & Rubber 
Co. has had a Canadian branch 
in Kitchener for years. 





Black and Neff Will Serve on 


Distribution Committee 


Harry A. Black, president, 








L. E. CRANDALL 


sales manager of Simmcns 
Hardware Co., resigning in | 
1924. Since that time he has | 


been connected with hardware | 
manufacturers, being very well 
known in the industry. Few | 
men so thoroughly understand 
the problem of the hardware 
dealer and the selling forces as 
the new general sales manager. 
Sid Henry has been appointed 
vice-president in charge of ad- 
vertising and sales promotion. 
Mr. Henry received his training 
under Mr. Crandall, who se- 
lected him as a salesman in 
1917. Fred Lamberton will 
continue in his capacity as man- 
ager of the sales promotion de- 
partment of the organization. 





KELLY SEED & HDWE. 
BUYS JOHNSON HDWE. 


Kelly Seed & Hardware Co., 
Peoria, IIll., wholesale and re- 
tail distributors of seeds and 
hardware, have purchased the 
stock of the Johnson Hardware 
Co., Kewanee, Ill. The John- 
son store has been in business 
for about 20 years. Part of 
the stock was sold in Kewanee 
and the balance was moved to 
the Peoria and San Jose stores. 
The Kelly organization has 
three stores in San Jose, one at 
Peoria and two seed houses and 
three warehouses at San Jose. 
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Black Hardware Co., Galves- 
ton, Tex., and W. N. Neff, 
Vance Supply Co., 
Abingdon, Va., are among the 


president, 


leading American business men 
appointed to serve on the new 





W. N. NEFF 


Distribution Department Com- 
mittee of the Chamber of Com- 
merce of the United States. The 
committee will hold its first 
meeting in New York City on 
July 17. 

The setting up of the com- 
mittee is in line with the policy 
of the Chamber, which has an- 
nounced that a study of distri- 








bution will have a conspicuous 
place this year in its work under 
the direction of the committee. 
Fred Lazarus, Jr., secretary- 
treasurer, F. & R. Lazarus & 
Co., Columbus, Ohio, has been 
appointed chairman of the com- 
mittee. 

Mr. Black is president of the 





HARRY A. BLACK 


Southern Hardware  Jobbers 
Association, and is now serving 
his second term in that, capacity. 
Mr. Neff, a past président of 
the Virginia Retail Hardware 
Association, is also well known 
to readers of HARDWARE AGE, 
as the operator of five success- 
ful retail hardware _ stores. 
Stories on his successful meth- 
ods have appeared in recent is- 
sues. 
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THE LEIPZIG TRADE FAIR 
AUGUST 31 TO SEPT. 5 


The historic Leipzig Trade 
Fair, comprising 8500 exhibits 
from twenty-four countries, and 
attended by buyers from sev- 
enty-two countries, will be held 
from Aug. 31 to Sept. 5, 1930. 

Germany buys today more 
commodities from the United 
States than from any other 
country, or over 50 per cent of 
its imports, valued at $500,000,- 
000. The exportations of Amer- 
ica to Germany at present ex- 
ceed $200,000,000. The United 
States sent more than 3000 buy- 
ers from all parts of the coun- 
try to the last spring fair. A 
single American firm purchased 
more than $2,000,000 worth of 
goods. American manufacturers 
will be represented at the fall 
fair by more than 100 impor- 
tant exhibits. 

For many years the Leipzig 
fair has regularly attracted 
merchants from many coun- 
tries, and has therefore long 
been established as a leading 
international exchange. More 
than 185,000 buyers from the 
four corners of the world meet 
at the Leipzig fair. 

The newest products of five 
continents are attractively dis- 
played in 61 “palaces” con- 
veniently grouped to facilitate 
inspection. As the result of cen- 
turies of experience, the needs 
of exhibitors and buyers are 
anticipated as to banking and 
details of packing and shipping, 
etc. A bureau will be opened 
where information concerning 
details of the custom duties in 
all countries will be furnished 
free of charge. Recently many 
groups of German industrial- 
ists, bankers and scientists vis- 
ited the United States to study 
local conditions, and as a result 
a special effort is being made 
this year to cater to American 
needs and develop trade be- 
tween the two countries. De- 
tailed information concerning 
every department of the fair 
may be obtained by addressing 
the Leipzig Trade Fair, Inc., 
11 West Forty-second Street, 
New York. 


MILWAUKEE CORRUGAT- 
ING NOW MILCOR STEEL 


The Milwaukee Corrugating 
Co., ‘Milwaukee, has changed 
its name to the Milcor Steel 
Co., effective July 1. Milcor 
is the trade name by which 
products of the Milwaukee Cor- 
rugating Co. have been known 
more than 25 years. 

The new name has been 
adopted as being more repre- 
sentative of the present char- 
acter of the company’s business, 
which includes such products as 








expanded metal lath, corner 
beads, expansion window cas- 
ings, metal base screeds, pic- 
ture moldings, structural steel 
domes, cornices, metal shingies, 
architectural ornaments, and 
many other items used in build- 
ing construction. 

The company is one of the 
largest consumers of steel in 
the Milwaukee district. Its 





LOUIS KUEHN 


combined plants cover nearly 
1,000,000 sq. ft. of floor space. 

There will be no change in 
the management of the com- 
pany under the new name. 
Louis Kuehn is president and 
A. J. Luedke is secretary and 
treasurer. 


BUHL SONS DISTRIBUTE 
1930 GENERAL CATALOG 


Buhl Sons Co., Detroit, Mich., 
wholesale distributors of gen- 
eral hardware, iron and steel, 
has issued a new 1930 general 
catalog to the hardware trade. 
It consists of 1618 pages, com- 
piled and printed in the com- 
pany’s own printing plant. All 
catalogs have loose-leaf bind- 
ers. <A. H. Nichols, of this 
company, is president of the 
National Hardware Association 


HARRY S. MILLS JOINS 
THE WOOSTER BRUSH CO. 


The Wooster Brush Co., 
Wooster, Ohio, announces the 
addition of a new salesman, 
Harry S. Mills. Mr. Mills is 
the son of W. H. Mills, who 
has represented The Wooster 
Brush Co. for some _ twenty 
years. Harry S. Mills comes 
to the Wooster company from 
the oil industry, having repre- 
sented the Vacuum Oil Com- 
pany in the Illinois territory. 
His father will continue to rev- 
resent the Wooster company in 
the same capacity in which he 
has so faithfully served in the 
past. 

















W. C. Bryant Died July 5; Was Head of 
Bryant Electric Company 


Waldo Calvin Bryant, found- 
er and chairman of the board, 
The Bryant Electric Co, 
Bridgeport, Conn., died on July 
5 at Colorado Springs, Colo., 
following an intestinal opera- 
tion. He was born at Win- 
chendon, Mass., Dec. 17, 1863, 
and at the age of 14 learned 
the machinist’s trade in the 
shops of Baxter D. Whitney of 
that city by working during his 
summer school vacations. After 
completing a university educa- 
tion at the age of 20, he en- 
tered the employ of Thomson- 
Houston Electrical Co. at Lynn, 
Mass. After one month Mr. 
Bryant was transferred to the 
company’s plant at Bridgeport, 
where he was made assistant to 
George Cutter, the head of the 
local electric light plant. In 
1885 he went to Waterbury, 
Conn., to take a similar position 
with the Waterbury Electric 
Light Co. He left that position 
in 1888 after inventing the Bry- 
ant push and pull switch. 

With his new invention as a 
starter he went in business for 
himself, making the switch and 
other electric light supplies. 
This was the start of the Bry- 
ant Electric Co., which now has 
one of the largest plants in 
Bridgeport, employs 2000 hands 
and uses more than 600,000 sq. 
tt. of floor space. 

Mr. Bryant was president, 
treasurer, general manager and 
director of the concern. He 
was also president, treasurer, 
general manager and director 
of the Perkins Electric Switch 
Mfg. Co., stock in which was 
owned by the Bryant company. 
In 1921 he sold out hig inter- 
ests to the Westinghouse Elec- 
tric Co., but remained as presi- 
dent and general manager until 
1927, when he became chairman 
of the board of the Bryant com- 
pany. 

At his death Mr. Bryant was 
a director in the First Bridge- 
port National Bank, first vice- 
president and trustee of Peoples’ 
Savings Bank, a director in 
the Bridgeport Hvdraulic Co., 
Bridgeport Brass Co., the Bead 
Chain Mfg. Co., Bridgeport 
hospital, the Boys’ club and 
Bridgeport Public Library. 


Served for Government 


On Feb. 19, 1918, Mr. Bry- 
ant was called to the service 
of the War Department of the 
United States Government as 
district chief of ordnance for 
the State of Connecticut and 
four counties in western Massa- 
chusetts, having charge of the 
production of munitions, guns, 





etc., for that district. He was 
a member of the Union League 
Club of New York, University 
Club and Bankers’ Club of New 
York, New England Society in 
the city of New York, Ameri- 
can Institute of Electrical En- 
gineers, Brooklawn Country 
Club, University Club, Algon- 
quin Club, Bridgeport, Country 
Club of Fairfield, Hollenbeck 
Club, N. Y.; Fisher’s Island 
Sportsmen’s Club of New York, 
and Metabetchouan Fishing and 
Game Club of Canada. 

He leaves his widow and two 
children, Waldo Gerald Bryant, 
president of the Bead Chain 
Mfg. Co., and Miss Doris Bry- 
ant. 


T. STRAN JONES HEADS 
NESCO ST. LOUIS BRANCH 


The National Enameling & 
Stamping Co., Milwaukee, Wis.. 
announces the appointment of 
T. Stran Jones as manager of 
the St. Louis branch. Mr. 
Jones has spent all of his busi- 
ness career with the National 
Enameling & Stamping Co. 
Immediately upon leaving col- 
lege he took a position in the 
Baltimore branch of this com- 
pany as stenographer. Later 
on he took charge of the Balti- 
more city order and delivery 
department. Then he was pro- 
moted and given charge of the 
territory in eastern Pennsyl- 
vania, being finally transferred 
to Pittsburgh, where he oper- 
ated for the company for near- 
ly ten years. More recently 
he has been working on some 
of the larger and more impor- 
tant accounts, out of the Mil- 
waukee office. 

The St. Louis office is one 
of the more important of the 
seven branch offices of the 
National Enameling & Stamp- 
ing Co., serving, as it does, 
a lJarge part of the Middle 
West. 

Mr. Jones will have charge 
of all sales, including “Nesco” 
kerosene and gasoline stoves, 
galvanized ware, enamel ware, 
tin ware, etc. 


MAYES TOOL PLANT IS 
NOW BEING ENLARGED 


The plant of Mayes Bros. 
Tool Mfg. Co., Port Austin, 
Mich., is being expanded to cope 
with the increasing demand for 
Mayes levels. It is estimated 
that the new addition, which is 
under construction, will be ready 
for occupancy in about 30 days. 
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SIMMONS WORKERS FORM 
THE KEEN KUTTER CLUB 


The employees of the Sim- 
mons Hardware Co. of St. 
Louis, Mo., have organized a 
club to be governed, operated 
and controlled by the company’s 
employees. The new organi- 
zation is to be known as the 
Keen Kutter Booster Club. 

The promotion of this club 
was brought about by the com- 
bined efforts of three young 
men of the credit and account- 
ing departments, who recognize 
the merit and value of a close 
cooperation and association of 
all members of a business or- 
ganization. 

A careful analysis of the so- 
cial and athletic activities of 
individuals in the organization 
revealed that invaluable benefits 
could be derived by both the 
company and its employees. 

It is the opinion of the spon- 
sors of this club that the bene- 
fits will be twofold. First, the 
company will doubtless derive 
some benefits from the pyblicity 
given social and athletic events, 
and second, such an organiza- 
tion will have a tendency to 
bring the employees in much 
closer contact with the com- 
pany’s executives. 

While the club itself is spon- 
sored by the employees, it is 
backed by the officers of the 
Simmons Hardware Co., who 
are most anxious to instill the 
true spirit of cooperation into 
its employees. 

Plans have been made for 
athletic events, such as_base- 
ball, bowling, tennis, etc., with 
dances and banquets during the 
winter months. 

Various committees will be 
appointed on Safety, Fire Pro- 
tection, Sanitation of Lockers, 
Rest Rooms, etc., at one of the 
early meetings. A thrift move- 
ment is planned by an affiliation 
with savings banks and: insur- 
ance companies. This, too, will 
be brought up at one of the 
early meetings. 

“The Keen Kutter Booster 
Club” as a monthly house or- 
gan is being considered to in- 
crease the interest in the club 
organization. 

The Organization Committee, 
Ray Ecker, Loyal Gibbs and 
Walter Richelman, are highly 
enthusiastic and optimistic over 
the club’s future, feeling that 
the entire organization from the 
president down will lend their 
support to the entire venture. 





GRAHAM TO REPRESENT 
HOOK SCRAPER CO. 


John H. Graham & Co., 113 
Chambers St., New York City, 


have been appointed general 
sales agents in all territories for 
Hook Scraper Co., Queens Vil- 
lage, N. Y., manufacturers of 
the Hook Scraper. 





ARKANSAS HARDWARE 
FIRM CHANGES NAME 


The Atkinson-Williams Hard- 
ware Co., Fort Smith, Ark., 
changed its firm name to the 
Williams Hardware Co. recent- 
ly. The only change was in the 
name. Policies, officers, and 


lines handled remain the same.. 


The company distributes at 
wholesale shelf and heavy hard- 
ware, tinware, sporting goods, 
and auto accessories. Officers 
are: Buck Williams, president 
and manager ; Tom Frank Wil- 
liams, vice-president, and J. T. 
Laws, secretary. 





THE KELLY-CAPPER BILL 

WAS. CROWDED OUT 

(Washington Bureau of 
ARDWARE AGE) 

Although the Kelly-Capper 
resale price maintenance bill had 
been reported out by the House 
Committee on Rules, its sup- 
porters did not succeed in 
bringing it up on the floor of 
the House during the recent ses- 
sion of Congress. Representa- 
tive Kelly, one of the authors 
of the measure, had predicted 
that the measure would be called 
up under the so-called five-min- 
ute rule, and that it would be 
passed by the House and be 
ready to take up in the Senate 
at the session which convenes in 
December. 

The bill, however, was crowd- 
ed out by other measures, and 
its House supporters now hope 
to bring it up early in the next 
session. 





Montgomery Ward Installment Plan 
Extended to Perishable Goods 


Mail Order Firm Also Announces Drastic Price Reduc- 
tions Said to Place Many Items on Pre-War Basis 


Extension of partial payment 
plan to include all goods sold 
either through its mail order 
division or branch retail stores, 
with the exception of groceries, 
was announced by Montgomery 
Ward & Co., Chicago, on July 9. 
Coincident with this announce- 
ment the company reports 
sweeping price reductions on a 
large percentage of lines car 
ried. It is claimed that the new 
prices, effective immediately, 
represent the lowest Mont- 
gomery Ward prices in many 
years, bringing, in many in- 
stances, prices back to a. pre- 
war level. 





The extension of the install- 
ment selling plan takes effect 
on Sept. 15, and applies only to 
orders of $25 or more. This 
step is considered by many as 
one of the most radical develop- 
ments ever undertaken by a 
mercantile organization, as 
many items included are con- 
sumable and would have no re- 
covery value in the event of the 
customer’s failure to complete 
payments. Prior to this an- 
nouncement this company has 
confined installment selling to 
larger articles which had a re- 
coverable value. 





COLEMAN IS SALES 
EXECUTIVE KEYSTONE 
NON-CLIMBABLE FABRICS 


W. M. Coleman, former sales 
manager for the Harry Bayliss, 
Inc., at Los Angeles, Cal., has 
joined the sales organization of 
the Keystone Steel & Wire Co., 
of Peoria, Ill. He will be di- 
rector and manager of sales 
and promotion in the distribu- 
tion of non-climbable fabrics. 

Although Mr. Coleman will 
start his operations in the Far 
West, he will operate directly 
out of Peoria, general head- 
quarters, and expects to func- 








tion in all parts of the country. 





For the present, Mr. Cole- 
man’s headquarters are at the 
Keystone Southern California 
office, 204 W. M. Garland 
Building, Los Angeles. 


JUSTUS BARTHEL JOINS 
STANLEY WORKS BRANCH 


Justus Barthel, formerly with 
the Yale & Towne Mfg. Co., 
Stamford, Conn., has become 
associated with The Stanley 
Works, New Britain, Conn., as 
sales representative. He will be 
directly connected with the 
Cleveland, Ohio, office of the 
firm. Mr. Barthel will travel 
in the States of Ohio, Ken 
tucky, West Virginia and west- 





ern Pennsylvania. 





COLLEGE SENIORS PLAN 
BUSINESS RESEARCHES 


How new research facilities 
are being mobilized for the 
benefit of New England busi- 
ness by the New England 
Council is the story behind a 
novel cooperative experiment 
engaged in by the council’s in- 
dustrial committee and the en- 
gineering administration faculty 
of Massachusetts Institute of 
result 
which some 25 senior students 
were this year put to work 
studying _ practical 
questions posed by the council. 

Specific research projects 
were proposed and the 
was immediately taken up by 
Massachusetts Institute of 
Technology, and an organized 


Technology, as a of 


business 


idea 


response to the council’s sug- 
gestion was arranged. Twenty- 
five seniors in the engineering 
administration classes of Prof. 
Erwin H. Schell were assigned 
to research problems named by 
the council’s industrial commit- 
tee, of which Frederick H. 
Payne, president, Greenfield 
Tap & Die Corp., Greenfield, 
Mass., now Assistant Secretary 
of War, was then chairman, and 
Ray M. Hudson is secretary. 
Individual students in other in- 
stitutions, including Harvard, 
Dartmouth, and Boston Uni- 
versity, also conducted’ thesis 
researches along lines embraced 
in the council’s suggestions. 

Application of modern mar- 
keting methods in New Eng- 
land industries, methods of 
eliminating seasonal variations 
in the motor boat industry, 
methods of controlling quality 
in metals manufacturing, steam 
power losses and cost control 
systems were a few of the 
problems studied. Construction 
practices and financial aid to 
small industries by communities 
were other important subjects. 

The faets brought out in the 
series of thesis are said to point 
to many new and progressive 
developments of value to the 
industries surveyed, and par- 
ticularly emphasize the useful- 
ness of and the opportunities 
for this type of service by New 
England colleges to New Eng- 
land business. 

An outstanding feature of 
several of the theses submit- 
ted to the council was the state- 
ment that some New England 
manufacturers are not using re- 
search methods ‘in relation to 
production and marketing to the 
same extent as comparable 
firms in other sections of the 
country. 
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Miller Brothers and 
at Richmond, 


Miller Brothers Hardware 
Co. and John J. Harrington, 
inc., both of Richmond, Ind., 
wholesale hardware and auto 
accessory houses, merged their 
interests on June 30. The con- 
solidated business will operate 
as Miller Brothers Hardware 
Co., Inc., and will continue to 
utilize the present facilities and 
to distribute the present lines. 

Miller Brothers Hardware 
Company was organized in 
1912, taking over the partner- 
ship of Pogue, Miller & Co, 
theretofore owned by George 
W. Miller, Frederick Miller, 
and Jacob Miller. These three 
brothers had acquired the pre- 
vious interests of Americus L. 
Pogue and Jonas Gaar, with 
whom they have been associ- 
ated since the original firm or- 
ganized by Mr. Pogue and 
George Miller in 1885. 

John J. Harrington, Inc., was 
organized in 1924 by the three 
sons of the late John J. Har- 
rington, who had_ individually 
conducted the business for 50 
years; thus the merger com- 
bines two of the very oldest in- 
stitutions of the city. 

Since the death of George W. 
Miller, late president of Miller 
Brothers Hardware Company, 
Frederick Miller has acted as 
president and Jacob Miller ‘as 
vice-president. Timothy CC. 
Harrington, since organization 
of the Harrington corporation, 


has acted as its president, with | 


John J. Harrington, Jr.. and 


H. A. MOORE BUILDING 


H. <A. Moore, Lancaster, 
N. H., is building a new ware- 
house for the distribution of 


hardware and building supplies. 
The business was started more 
than 80 years ago by L. F. 


Moore, the grandfather of 
H. A. Moore. In those days 
the elder Moore traded his 


hardware stock for hides, wool, 
and other farm products. 





Harrington Merged 
Ind., June 30 


James F. Harrington, the other 
officers. 

It is the plan of the organ- 
ization to materially increase 
its lines of merchandise, and 
in its conclusion it is antici- 
pated that it will be one of the 
largest wholesale houses in the 
Central States. The forces of 
the two properties will be com- 
bined and no changes in per- 
sonnel are anticipated. 

It is further proposed to en- 
large the automotive supply and 
equipment business as_hereto- 
fore conducted by the Harring- 
ton corporation, as the increas- 
ing demand has necessitated en- 
larged stocks and a wider di- 
versity of merchandise, and this 
department will be located at 
the west room of the Fort 
Wayne Avenue plant, in charge 
of John J. Harrington, who has 
materially contributed to the 
development of this department 
in years past. 

The board of directors is: 
Frederick Miller, Elger G. 
Hibberd, Albert E. Mathews, 
Frank O. Chambers, and Tim- 
othy C. Harrington; and at 
meeting of the board, June 24, 
Timothy C. Harrington was 
elected president and general 
manager; Frederick Miller, 
vice-president ; Frank O. Cham- 
bers continued as secretary and 
treasurer; James E. Harring- 
ton, assistant secretary, and 
Harry M. Jay is designated as 
manager of purchases. 











; where he was married. At one 
|time, for a period of 27 years, 
he was secretary of Reeves & 
|Co., pulley manufacturers. He 
left this work to become presi- 
dent of the Columbus Chamber 
of Commerce, and two years 
later became treasurer of the 
Columbus Handle & Tool Co. 





CHASE BRASS & COPPER 
OPENS A WAREHOUSE 





CHAS. S. WAY DEAD—WAS|_ Chase Brass & Copper Co.. 


TREAS. COLUMBUS 
HANDLE & TOOL CO. 


Charles S. Way, for years 
treasurer of the Columbus Han- 
dle & Tool Company, Colum- 
bus, Ind., died recently at his 
home in Indianapolis after an 
illness of several months. 
Funeral services were conduct- 
ed at the Episcopal Church of 
the Advent and burial was in 
a cemetery near Columbus. He 
was born in Franklin, Ind., and 
in 1891 went to Columbus, 


Inc., Waterbury, Conn., opened 
a new warehouse in Pittsburgh, 
Pa., on July 14, at 855 North 
Ave., West. The warehouse has 
been specially built for the con- 
cern to meet the increase in its 
business in that section. Pre- 
viously the company had only a 
sales office branch in that city. 
It is considered one of the best 
of the 19 Chase brass and cop- 








per warehouses, which are lo- 
cated in all parts of the country. 
Storage spaces and stockrooms 
are large and well equipped. 











W. J. SHAY HAS RESIGNED 
AS SHANKLIN VICE-PRES. 


W. J. Shay has resigned as | 


vice-president and general man- 
ager of the Shanklin Mfg. Co., 
Springfield, Ill., manufacturers 
of metal products. His resig- 
nation becomes effective Aug. 1. 
Since 1905 Mr. Shay has been 
prominently identified in sales 
executive work in the automo- 
tive industry. He became vice- 
president and gencral manager 
of Shanklin Mfg. Co. two 
years ago. For ten years he 
was assistant to F. B. Caswell, 
director of sales, Champion 
Spark Plug Co., Toledo, Ohio, 
and for six years was auto- 
motive division sales manager 
for Columbus McKinnon Chain 
Co., Columbus, Ohio. 

After Aug. 1 Mr. Shay may 
be addressed at 616 South 
Michigan Avenue, Chicago, II]. 
He has not made any plans for 
the immediate future. 





J. E. KELLEY NOW WITH 
UNITED SHOE MACHINERY 


J. E. Kelley, who was with 
Simonds Saw & Steel Co. for 
some thirty-three years, about 
twenty-five of which was as 
general sales manager, has taken 
the position as general sales ad- 
visor to the United Shoe Ma- 
chinery Corp. subsidiary com- 
panies, which operate in fields 
outside of the shoe industry, 
such as W. W. Cross & Co.,, 
Inc., Shoe Lace Co., Ltd., Prov- 
idence, and others. 

For the present he will de- 
vote most of his time to the 


tack industry among the hard- 
| ware, 


furniture, automobile, 
chain stores, etc. 

Mr. Kelley will endeavor to 
visit personally a large portion 
of the trade during the next 
six months, and will welcome 
from the trade any orders for 
tacks for the W. W. Cross & 
Co., Inc., headquarters at Brock- 
ton, Mass., and they will special- 
ize in their well-known brand 
of sterilized tacks. 


SIMPLIFICATION BOOK 
ON WHEELBARROWS 


The United States Depart- 
ment of Commerce through its 
Bureau of Standards has issued 
Simplified Practice Recommen- 
dation R105-29 on  wheelbar- 
rows. The book gives the his- 
tory of simplification work to 
date on wheelbarrows, lists 
names of individuals and firms 
cooperating in the work. It 
is available by application from 
the Government Printing Office, 
Washington, D. C., at the cost 
of ten cents each. 


| WM. P. HORN CO. AGENTS 
| FOR THE RUBBERSET CO. 


The Wm. P. Horn Co., with 
offices at San Francisco, Los 
Angeles, and Seattle has re- 
cently been appointed. Western 
sales representative of the Rub- 
berset Co., Newark, N. J. 

In the Pacific Northwest the 
Wm. P. Horn Co. will handle 
both shaving and paint brushes, 
but in California the organiza- 


| tion will distribute only the 
paint brush line. 
The Rubberset Co. has re- 


cently been reorganized and a 
new sales policy defined where- 
by the products of the com- 
pany will be distributed only 
through jobbers. H. L. Mapes 
is sales manager. The company 
is operated in connection with 
the Rubber & Celluloid Prod- 
ucts Co., also of Newark, N. J. 





JETTER HEADS TOY DEPT. 
FOR EL PASO JOBBER 


F. L. Jetter has been placed 
in charge of the new toy de- 
partment established by Mon- 
sen-Dunnegan-Ryan Co., EI 
Paso, Tex., wholesale distrib- 
utors of general hardware. 
The company covers the entire 
southwest territory and has a 
branch at Phoenix, Ariz. In 
the firm’s new business home 
a special toy sample room has 
been devoted to the display of 
a complete toy line for the 
trade. 

Mr. Jetter is an experienced 
wholesale executive and buyer. 
He was formerly with Stauffer- 
Eshleman & Co., New Orleans, 
Ea: 


EDGAR BROS. COMPLETE 
NEW AUTO _ BUILDING 


Edgar Bros. Co., Inc., EI 
| Centro, Cal., has completed and 
| will soon occupy its new and 
very modern automobile sales 
and service building, which will 
be a unit of the company’s pres- 
ent wholesale hardware distrib- 
uting plant. The company has 
been in business for 30 years 
operating a chain of hardware 
stores in the Imperial Valley, 
well auto and _ tractor 
agencies. 





as as 


S. H. WILKINSON DEAD 


S. H. Wilkinson, vice-presi- 
dent and founder of the Rich- 
mond Hardware Co., Richmond, 
Va., died July 3. He was 
prominently known in the trade 
as an outstanding business man 
and gentleman, and will be 
missed by many friends. The 
Richmond Hardware Co. dis- 
tributes wholesale, hardware, 
radio, and automotive equip- 
ment. 
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Gillette Safety Razor Co. 
Issues Dealers’ Helps 


Gillette Safety Razor Co., 15 W. First 
St., Boston, Mass., has issued broadsides 
to the trade, in which the recent Palm- 
olive-Gillette deal is explained. The new 
Gillette blade and razor offered by the 
Colgate-Palmolive-Peet Co. with a tube 
of shaving cream for 35 cents consisted 
of only handle and blade, and no case or 
blade box. By distributing these razors 
the number of users of the new blade 
and razor was materially increased, cre- 
ating greater markets for the new blade. 
One dollar sets are today being sold in 
great volume, and the company is now 
offering new sets of fancy quality to 
sell at prices allowing the dealer a good 
profit. The organization is now doing 
national advertising on a larger scale than 
ever before, and offers dealers many 
sales helps at no cost. Streamers, win- 
dow displays, catalogs, folders, shaving 
booklets, posters, streamers, labels, movie 
slides and catalog inserts are available to 
help stores to sell more of these blades 
and razors. 


How to Paint Concrete 
and Masonry Surfaces 


Medusa Portland Cement Co., 1002 
Engineers Bldg., Cleveland, Ohio, has re- 
cently issued an attractive and interest- 
ing booklet on “How to Paint Concrete 
and Masonry Surfaces.” It has been 
prepared to show how masonry and con- 
crete surfaces, whether interior or ex- 
terior, damp or dry, can be successfully 
painted in white or colors, with Medusa 
Portland Cement. The booklet shows 
illustrations of the uses of the paint and 
the methods of its use. Its preventive 
and decorative uses are fully explained. 


Wolverine Publishes 
Catalog in Colors 


Wolverine Supply & Mfg. Co., 200 
Fifth Ave., New York City, has a catalog 
showing the Wolverine Toy Family. It 
is produced in colors, showing the toys 
made by this organization. On the front 
cover is the heading “Toys They Will 
Always Remember.” The entire line of 
Wolverine toys and playthings is illus- 
trated and fully described. 


Segal Locksets and Builders’ 
Hardware Shown in Catalog 


Segal Lock & Hardware Co., Inc., 12 
Warren St., New York City, offers an at- 
tractive illustrated catalog giving infor- 
mation as to the company, its facilities 
and service to architects. Segal latches, 
latch sets, locks, keys, cylinder sets, vari- 
ous kinds of locks and their features of 
operation and construction are described. 
Many items are illustrated, with some 
skeleton drawings shown. Specifications 
are given on many items. 


New Catalogs 


AND 


Dealers’ Helps 


Available from 
Manufacturers 


Paw Paw Bait Company Has 
Attractive Bait Booklet 


The Paw Paw bait catalog urges con- 
sumers to get their bait from dealers and 
asks that the user let the Paw Paw Bait 
Co., Paw Paw, Mich., know about the 
fish he catches and the trips he makes. 
In this attractive booklet are shown as- 
sortments of baits, folding boat seats 
and collapsible spades. Prices are given 
on the items described and _ illustrated. 
On the rear cover are pictures of some 
of the catches of fish made with Paw 
Paw baits. 


Moeller Instrument Co. 
Issues Two Catalogs 


Moeller Instrument Co., 261 Sumpter 
St., Brooklyn, N. Y., is publishing the 
No. 29 and No. 30 catalogs. No. 29 
illustrates and explains thermometers for 
all industrial and mechanical purposes. 
The second catalog describes and pictures 
more completely the thermometers, hy- 
drometers, hygrometers, marine instru- 
ments, etc., made by this, company. Both 
catalogs explain the processes involved 
in the making of these products and 
give prices on the items. The correct 
means of ordering the company’s prod- 
ucts is given in these booklets. 


Upson-Walton Issues 
Tackle Block Booklet 


The Upson-Walton Co., Cleveland, 
Ohio, has issued a pocket edition of bul- 
letin “B,” showing its line of tackle 
blocks and sheaves. It is a 62-page cata- 
log with illustrations of many of the 
products made by the concern. Infor- 
mation on methods of using tackle blocks 
and capacity of blocks is given. Prices 
and specifications on the line are shown. 
In the back of the book the policy and 
terms of the organization are explained 
fully. It is a book which should be of 
considerable interest and help in the se- 
lection of proper equipment for any kind 
of block service. 


Catalog No. 3 Issued 
By Williams Hardware Co. 


The Williams Hardware Co., Clarks- 
burg, W. Va., manufacturers’ agents and 
wholesale distributors, have published 
general hardware catalog No. 3. There 
are more than 300 pages of information 
as to the various lines of merchandise 
carried by this organization. Prices, 
specifications and order numbers are 
given. Many items are illustrated. The 
methods of ordering from the company 
are given, “as well as information as to 
terms and prices. Booklet is indexed. 
Freight rates and shipping charges are 
shown together with freight classifica- 
tions. 


Shapleigh Hardware Co. 
New Toy Section in Catalog 


The Shapleigh Hardware Company, in- 
ternational distributors, St. Louis, Mo., 
has issued a new toy section, announcing 
a complete line of dolls, doll furniture 
and other accessories, including many new 
novelties of good construction and proper 
finish. Dealers are urged by the com- 
pany to make toys a leader to build other 
business upon. By attracting children to 
the store parents will come along with 
them and will buy other items. Infor- 
mation is cohtained in this booklet as to 
the most attracitve kind of store window 
display to catch the attention of children. 


Strong Issues Catalog 
on Porcelain Enamel 


An attraetive 52-page catalog has been 
issued by Strong Manufacturing Co., 
Sebring, Ohio, a division of American 
Chinaware Corp., Cleveland, Ohio. It 
is profusely illustrated, partly in colors, 
showing the enamelware line produced 
by the company. Specifications of prod- 
ucts are given, as well as information 
as to the manufacturing processes in- 
volved in making the products. In the 
back of the book freight rates are given, 
as well as other shipping information. 


Shovel Buyers’ Chart 
Issued by Wood 


The Wood Shovel & Tool Co., Piqua, 
Ohio, has a new advertising chart in 
the form of a chart for use of shovel 
buyers. It explains the eight fundamen- 
tal merits upon which a shovel should 
be judged. This chart is informative 
and impersonal and has made quite a 
sensation. It gives facts, in place of 
descriptive adjectives, such as “finest,” 
“best” and “greatest.” When first printed 
in a recent advertisement many requests 
were made for reprints. Chart is printed 
in black and white and has eight steps 
in checking; hardness and toughness, 
balance, grip, step, uniformity, service 
record, reliability of dealer and reputa- 
tion of manufacturer. 
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Car Loadings Up 15,989 
But Are Below Last Year 


Loading of revenue freight for the 
week ended on June 28 totaled 936,848 
cars, the car service division of the 
American Railway Association announced 
July 8. 

This was an increase of 15,989 cars 
above the preceding week, but a reduc- 
tion of 159,721 cars under the same week 
in 1929 and 66,851 cars below the same 
week in 1928. 

Loadings for the week compared with 
same week last year follow: 

Miscellaneous freight, 371,999 cars, a 
decrease of 68,442 cars; merchandise less 
than carload lot freight, 239,544 cars, a 
decrease of 21,161 cars; coal, 137,521 
cars, a decrease of 25,534 cars; forest 
products 47,947 cars, a decrease of 21,551 
cars; ore, 61,034 cars, a decrease of 
15,623 cars; coke, 9391 cars, a decrease 
of 2886 cars. 

Grain and grain products loading for 
the week totaled 48,847 cars, a decrease 
of 3116 cars. In the Western districts 
alone grain and grain products loading 
amounted to 36,843 cars, a decrease of 
2166 cars. Live stock loading totaled 
20,565 cars, a decrease of 2408 cars. In 
the western districts alone, live stock 
loading amounted to 15,676 cars, a de- 
crease of 2238 cars. 

All districts reported reductions in the 
total loading of all commodities com- 
pared with the same week in 1929, while 
all reported reductions compared with 
the same week in 1928, except the cen- 
tral western, which reported a small in- 
crease, 


June Sales for 25 
Chain Stores Off 4% 


Aggregate sales for the first 25 chain 
store systems to report for the month 
of June were $150,668,942, as compared 
with $156,956,141 for the corresponding 
month of 1929, a decrease of $6,287,199, 
or 4 per cent, a compilation made by 
George H. Burr & Co. ‘indicates. For 
the first half of the year 1930 the re- 


GENERAL MARKET 
NEWS orf tHe WEEK 





Hardware Demand 
Shows Little Change 


New York, July 16—Important 
wholesale hardware and housefur- 
nishings markets show little change. 
The summer lull, perhaps more 
traditional than necessary is appar- 
ent in practically all sections of the 
country. Relatively, housefurnish- 
ings, particularly woodenware items 
appear more active than the other 
varied lines carried by this class of 
jobbers. There is, of course, a 
fairly steady demand for electric 
fans and other strictly hot weather 
merchandise. 

Though sales for the current year 
run behind volume of 1929, busi- 
ness for the first half of July com- 
pares favorably with the same period 
of last year. In making such com- 
parisons it must be remembered 
that wholesale prices have declined 
from 12 to 15 per cent, so that even 
an equal tonnage would show a de- 
cline in dollars and cents. 

There are practically no impor- 
tant price changes being made. 
Further reductions of any conse- 
quence can hardly be expected. 
Most wholesale distributors feel that 
current prices are about as low as 
possible and that any drastic price 
movement would have to be upward. 

Many sections report an unusu- 
ally active tourist trade and the 
majority of crop predictions are 
favorable. The general feeling is 
that any substantial improvement 
can hardly be expected until the 
fall. 





spective company reported gross sales of 
$885,570,384, compared with sales of 
$881,032,978, reported for the corre- 
sponding period last year, the increase 
of $4,537,306 being equal to 0.51 per 
cent. 





Bank Clearings Show Loss 
of 17.3 P.C. from Last Year 


The decline in bank clearings was 
somewhat larger the week ended July 5 
than in recent preceding weeks, in part 
due to an irregularity in the comparisons 
with the earlier returns. The total for 
the week at all leading cities in the 
United States, as reported to Dun’s Re- 
view, of $10,807,071,000, is 17.3 per cent 
smaller than the amount shown a year 
ago. At New York City clearings were 
$7,762,000,000 and 19.3 per cent less than 
last year’s, while for the centers out- 
side of New York the aggregate of 
$3,045,071,000 this week is reduced by 
11.5 per cent. The week this year and 
last includes only five business days. 
The current week’s return covers only 
two days of the heavy July settlements, 
whereas a year ago there were three days, 
and the difference on this account repre- 
sents a considerable sum, as very large 
quarterly and half-yearly amounts accrue 
at that time. In consequence of this 
nearly every city shows smaller clearings 
this week, and at a number of them the 
decline is quite large. 


Price Average Was 85.6 P.C., 
Week Ended July 5 


Prof. Irving Fisher of Yale Univer- 
sity announced July 6 that the previous 
week’s wholesale commodity prices, based 
on Dun’s quotations, average 85.6 per 
cent, says the Journal of Commerce. The 
June average was 86.4 per cent. The 
purchasing power of the dollar was 
116.8c. on a 1926 basis of 100c. The June 
average was 115.7c. 

Crump’s Index of English prices for 
the week on the revised 1926 level was 
77.9. The June average was 78.6. 

The Italian index on the revised 1926 
basis for the week ended June 21 was 
62.4. 
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Los Angeles Expects Greater Prosperity Period 
Than Previously Experienced 


A series of events which occurred dur- 
ing the past month forecast for Los An- 
geles, Cal., a new period of prosperity 
_ and development possibly greater than 
any previously experienced. Since the 
last issue of the Southwest Business Re- 
view of the Los Angeles Chamber of 
Commerce, the Literary Digest charac- 
terized Los Angeles as the “wonder city” 
because of her 113 per cent increase in 
population, placing her fifth among the 
large cities of the United States. 

Last month the Chamber reported the 
9-1 Municipal Bond election of $38,- 
800,000 for water department improve- 
ment. Congress has just voted $10,600,- 
000 with which to begin construction of 
the Boulder Dam as soon as the Presi- 
dent’s signature is affixed. Congress also 
voted $7,000,000 for building the new 
Navy breakwater across the Long Beach- 
Los Angeles harbor, and another $1,346,- 
000 for dredging. 

Building permits were lower than in 
May and also than June, 1929. Bank 
clearings were 7 per cent below June, 
1929, and 5 per cent below May of this 
year. Postal receipts were 2.75 per cent 
ahead of June, 1929, and the half year 
is ahead of the same period last year. 

Employment dropped several points. 
Among the important industries construc- 
tion is quiet; wearing apparel active; mo- 
tion pictures about 25 per cent ahead of 
June, 1929, in production. Furniture was 
active producing sample lines for fall; 
petroleum increased production volume 
slightly. Agricultural conditions are sat- 
isfactory, and water commerce showed 
a high total for June and for the half- 
year. 

Building permits during the month of 
June were not up to those for May by 
about 24 per cent, and were behind those 
of the same month of 1929 by 32 per 
cent. Permits for the first six months 
of the year lack fifteen million dollars of 
equalling those for the first half of last 
year, which is a decrease of 27 per cent. 
This is about the same ratio as that for 
the first five months. The number of 
permits is more nearly the same, which 
is accounted for by the decline in the 
building of large apartment houses. 

Clearings of Los Angeles banks for 
the month of June were off 5 per cent 
from May and were lower than any 
one of the first six months of this year, 
except February. As might be expected, 
clearings for the past month were 7 per 
cent below those for a year ago. For 
the first six months of the year, clear- 
ings are behind the same period of 1929 
by about 14 per cent. In all of these fig- 
ures it should be remembered, however, 
that the active stock markets of 1929 
caused two months of that year to set 
bank clearing records for all time. 

With decided declines in two of the 
ten groups, the Chamber of Commerce 
Index of Industrial Employment took a 
drop from the figure of last month, which 
places it at 71.0 for the month of June. 


The two lines showing decrease were 
motion pictures and iron and steel. Pic- 
ture work is normally slow at this season, 
but is still further handicapped by a con- 
struction program at many of the studios 
which interferes with the taking of talkie 
films. Of the other lines there are three 
down: printing and lithographing, fur- 
niture and petroleum; while five show in- 
creases: food, wearing apparel, mill 
work, clay products and rubber. Leav- 
ing out of account the motion picture 
figures, the balance of the list will show 
about the same position as a month ago. 

Compared with June, 1929, the entire 
list is down. Four lines, namely’ motion 
pictures, iron and steel, mill work and 
petroleum, show rather sizable declines, 
while the balance are of moderate size. 
Three groups, clay products, rubber and 
food, are showing seasonal increases at 
the present time, although not as active 
as in 1929. 


The Dollar’s Buying Power 
Shows Gain During 1930 


The consumer’s dollar now goes much 
further than it did in 1920 and a bit 
further than in 1929, and may go even 
further before the end of 1930, Ethelbert 
Stewart, Commissioner of Labor Statis- 
tics, said on July 8. 

The purchasing power of the retail 
or “home” dollar applied to foodstuffs 
last May was $1.056, compared with 
$1 in July, 1929, he reported. For a fam- 
ily whose monthly outlay for food is 
about $50, the saving is from $2.50 to 
$3 a month, no small item in the homes 
where pennies are potent. 

The retail price of 22 articles of food 
decreased from April 15 to May 15, the 
latest period on which prices are avail- 
able. The prices of seven articles in- 
creased while 13 showed no change. Since 
May, however, the general trend has been 
downward, the reduction in meat prices 
being a notable instance. 

The wholesale price level of all com- 
modities in May was the lowest it has 
been since September, 1916. 

In 32 representative cities the average 
cost of living decreased 20.8 per cent. 
Rents have decreased steadily since 1923, 
and house furnishing goods have had a 
similar decline. 


Public Works and Utilities 
Lead in Construction Work 


June contracts let for new building and 
engineering works in the 37 States east 
of the Rocky Mountains amounted to 
$600,573,400, according to F. W. Dodge 
Corp. The past month’s record was sub- 
stantially larger than the total of $457,- 
416,000 for the previous month; showed 
a good gain over the total of $529,891,- 
100 for June, 1929; and was the largest 
monthly total since July, 1929. For the 


first half of 1930 construction contracts 
aggregated $2,638,013,300. This was a 
decline of only 12% per cent from the 
total of $3,015,546,800 for the correspond- 
ing period of 1929. At the end of May 
contracts for the year to date were 18 
per cent behind last year. | 

For the sixth consecutive month pub- 
lic works and utilities were the most 
important of all classes. This construc- 
tion type amounted to $251,915,800, or 
almost two-fifths of the value of all June 
awards. The following comprised the 
remainder; Residential building, $96,815,- 
500; industrial buildings, $93,618,500; 
commercial buildings, $59,080,000; edu- 
cational building, $48,918,800; hospitals 
and institutions, $19,675,300; religious 
and memorial buildings, $11,808,500; so- 
cial and recreational buildings, $10,187,- 
000, and public buildings, $8,554,000. Con- 
templated new work reported in June 
amounted to $763,216,100, compared with 
$634,073,400 for June, 1929. 


Commodity Prices Drop 
3/10 Per Cent During Week 


A decline of three-tenths of 1 per cent 
is shown by the wholesale price index 
of the National Fertilizer Association for 
the week ended July 5. 

Four groups declined and three ad- 
vanced slightly. Of the total items, 29 
declined and 17 advanced. The larger 
declines occurred in foods, other than 
fats, metals, coffee, rubber and cotton. 
Recoveries were noted in wheat, corn and 
hog. 

Based on 1926-1928 as 100 and 476 
quotations, the index stood at 86.8 for 
the week ended July 5 and 87.1 for 
July~28. 


Commercial Failures Higher 
First Week in July 


Commercial ~failures reported to the 
business reviews during the short week 
ended July 3 were at a higher daily rate 
than for the preceding week. Defaults 
reported to R. G. Dun & Co. totaled 435, 
an average of 87 per day, for the five 
business days of the week, against a 
daily figure of 81.6 reported a week ago. 
Bradstreet’s reported a total of 363 in- 
solvencies for the four-day week ended 
July 3, an average of 90.75, as compared 
with 498 the preceding week, which was 
an average of 83. Failures a year ago 
were 338, according to Dun & Co., and 
245 according to Bradstreet’s. 

Canadian defaults reported totaled 36, 
against 33 in the same week a year ago. 

A further reduction in the number of 
failures falling in those businesses em- 
ploying up to $5,000 capital was noted, 
the percentage dropping from 73.4 to 
63.6. Defaults in the classes using from 
$5,000 to $20,000 of capital were greater, 
rising from 18 per cent to 25 per cent. 

The number of failures showed the 
largest declines in the Middle Atlantic, 
Western and Far Western sections of the 
country. 
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New York Paint MatTerRiALs MARKET 


NEW YORK, July 15.—Demand throughout the local 
paint materials market is moderate. Buying for practically 
all items in this group is being done on a restricted scale. 
Prices remain unchanged, with the exception of turps and 
linseed oil. Turps quoted last week from 52 to 53 cents are 
now quoted at 53 cents. Linseed oil is off 2 points. 

In the face of the slight decline on linseed oil it is in- 
teresting to note the comment of Archer-Daniels-Midland 
Co., which reports, “Nearby delivery oil continues scarce 
and much will depend on the amount of new business over 
the next two months as to how the shortage will affect 
prices.” 

During April the imports of flaxseed into the United 
States were a million bushels less than in March and more 
than a million bushels less than in April, 1929. Exports 
from Argentina, Jan. 1 to May 31, were 28,000,000 bushels, 
as compared with 43,000,000 bushels during the same sea- 
son of last year and 36,000,000 the year before. The av- 
erage price of flaxseed for May was below the average for 
April at the Minneapolis, Winnipeg and Buenos Aires mar- 
kets, but was considerably above the average at those same 
markets for May, 1929. According to figures issued by 
the United States Department of Agriculture, the margin 
of the Minneapolis price over the Buenos Aires price av- 
eraged much lower in May than in April, and was the 
same as the average for May, 1929; the margin of the 
Minneapolis flaxseed price over Winnipeg was the same as 
in May and in April and higher than in May, 1929. 


LINSEED OIL 
PURE LINSEED OIL 
Per Pound 


BG; Oe OG SO CUNARD © IES. iio coe bio Seis sccicciseee 14.6c. 
a ee 14.2c. 
Catentta Hnseed of] im DOO. ...<6s.. ccc cccciscaies 22.0c. 


WHITE LEAD 
WHITE LEAD AND OXIDES. 

White lead in ofl, heavy or soft paste, 100 Ib. kegs, 13%c.; 50 
and 25 lb. kegs, 14c.; 12% Ib. kegs, 14%c.; 5 lb. cans, 16%c.; 
1 Ib. cans, 18%c.; 5 lb. cans packed 50 or 100 Ibs. to case; 1 Ib. 
cans packed 25, 50 or 100 Ibs. to case. 

The following discounts are granted on quantity orders for de- 
livery at one time; 500 Ib. lots, 10 per cent; 2000 Ib. lots, 10 
per cent and 6 per cent; 10,000 lb. lots, 10 per cent, 10 per cent 
and 3 per cent; carload lots, 10 per cent, 10 per cent and 4 per 
cent. 

DRY WHITE LEAD. 

Dry white lead, 100 lb. kegs, 13%c.; 25 and 50 Ib. kegs, 14c.; 

12% Ib. kegs, 14\c. 


FLATTING OIL 


Quart cans, 12 to case, 35c. per can; 1 gal. cans, 6 to case, 
$1.20 per gal.; 5 gal. cans, 1 and 2 cans to case, $1.10 per gal. 
Quantity discounts: 10 to 24 gallon lots, less 10 per cent; 24 to 
48 gallon lots, less 20 per cent: 48 to 96 gallon lots, less 20 and 
5 per cent; 96 gallons and over, less 20 and 15 per cent. Mixed 
orders for different sized cans will be subject to the discount for 
the combined gallonage. 


WHITE LEAD PUTTY 


White lead putty, 1 Ib. cans, 10c. per Ib.; 12% Ib. cans, 8%c. 
per lb.; 25 Ib. cans, 8c. per lb.; 120 lb. (approximate) tubs, 7c. 
per lb. 


COMMERCIAL PUTTY 


1 lb. cans, 6c. per lb.; 2 lb. cans, 5%c. per Ib.; 5 Ib. cans, 4%e. 
per lb.; 12% Ib. cans, 4%c. per Ib.; 25 lb. cans, 4c. per Ib.; 100 
to 120 lb. tubs, 3c. per Ib. 


SPIRITS TURPENTINE 


Price ranges from 53c. per gallon. 


DRY COLORS 


COMMERCIAL LAMP BLACK. 
In 50 Ib. cases, 1 lb. packages, 16c. per lb.; 4% lb. packages, 22c. 
per lb.; %4 Ib. packages, 30c. per lb. Assorted sizes, 22c. per Ib. 


GERMANTOWN LAMP BLACK. : 

In 50 Ib. cases, 1 Ib. packages, 25c. per lb.; % Ib. packages, 
32c. per lb.; 4% Ib. packages, 40c. per Ib. Assorted sizes, 32c. per 
lb.; ultramarine blue, 28 Ib. boxes, from llc. to 9c. per lb.; dry 
colors in barrels varying from 300 to 350 lbs. Prices per pound: 
Prince’s metallic, 3c.; American raw and burnt umber, 5%%c.; 
Italian raw and burnt sienna, 10c.; turkey raw and burnt umber, 
6c.; American raw and burnt sienna, 5%4c.; Van Dyke brown, 9.5 
chrome green, l.m. or dark, 15c.; American venetian red, 3C.; 
Indian red, 15c.; turkey red, 35c.; American vermilion, 35c.; 
American yellow ochre, 2c.; imported French ochre, 64C.; golden 
ochre, 6c.; chrome yellow, l.m. or dark, 15c.; Dutch paint, 1lc.; 
extra gilder’s whiting, 7%c. 


SIZING GLUES 


White kalsomine glue, flakes, 30c. per Ib.; pure hide joint glue, 
ground or flakes, 25c. per lb.; South American sheep glue, 110 !b. 
bags, 15c. per Ilb.; German sheep glue, 110 lb. bags, 18c. per Ib. 


MISCELLANEOUS MATERIALS 


Oxalic acid, in barrels, l4c. per Ib.; Italian ground pumice 
stone, in barrels, 3c. per lb.; C. P. aluminum bronze, 1 lb. cans, 
Joe. per can; pale gold bronze, 1 lb. cans, 65c. per can; copper 
bronze, 1 Ib. cans, $1 per can; cotton waste, 50 lb. bales, 1l4c. to 
15e. per Ib.; alcohol, C. D. No. 5, in steel drums, 46c. per gal.; 
steel drums are charged at $6 each, which is refunded when 


drums are returned. 


SHELLAC 


T. N. Grade, 250 Ib. barrels, 25c. per Ib.; Vac-Dry, bleached, 
250 lb. barrels, 31c. per Ib.; Orange, 164 lb. bags, 27c., 29c. and 
25c. per Ib.; 5 Ib. pure white shellac, 50 gallon barrels, $1.85; 
5 Ib. pure orange shellac, 50 gal. barrels, $1.55; 44% lb. pure white 
shellac, 50 gal. barrels, $1.75 per gal.; 44% lb. pure orange shellac, 
50 gal. barrels, $1.45 per gal.; 4 lb. pure white shellac, 50 gal. 
barrels, $1.65 per gal.; 4 lb. pure orange shellac, 50 gal. barrels, 


$1.35 per gal. 


STEP LADDERS 


High grade, 4 ft., $1.95; 5 ft., $2.40; 6 ft., $2.90; 7 ft., $3.40: 
ott. $3.90; 10 ft., $4.80. Medium quality, 3 ft., 75c. each; 4 . 
$1.00; 5 ft., $1.25; 6 ftp $1.50; 7 ft., $1.75; 8 ft., $2.00; 10 ft., 
$2.50. Competitive quality, 4 ft., 80c. each; 5 ft., $1.00 each; 6 ft., 
$1.20 each. 


EXTENSION LADDERS 


Complete with rope and pulley assemblies, 20 ft., $5.60 each; 
24 ft., $7.85 each; 26 ft., $8.45 each; 28 ft., $9.00; 30 ft., $9.55; 
32 ft., $10.15; 34 ft., $10.70; 36 ft., $11.20; 38 ft., $12.00; 40 ft., 
$12.50. Extra ropes for extension ladders, $1.25 each. Extra 
pulleys for extension ladders, $1.25. 


FLOOR WAX PRODUCTS 

Powdered Wax.—4 02z., 23'4c.; 8 02., 33'4c.; 16 oz., 6636c.; 5 Ib., 
$2.6634 per package. 

Prepared Paste Wax.—2% oz., 16%c.; % Ib., 
2 Ib., $1.0636; 4 Ib., $2.00; 8 Ib., $3.73%. 

Prepared Liquid Wax.—% pt., 33%c.; 1 pt., 50c.; 1 qt., 934c.; 
% gal., $1.60; 1 gal., $2.66%. 

Floor Polishing Outfits.—Includes quart bottle of liquid wax, 
one way mop, one wefghted floor brush and instructions, $3.75. 

Weighted Floor Brushes.—15 Ib., $3.75; 25 Ib., $5.25. 


3344¢.; 3 mh. 5636¢.; 


SANDPAPER 


Size 00, 100 sheets, S83c. per box; size 0, 100 sheets, 83c. per 
box; size %, 100 sheet, 89c. per box; size 1, 75 sheets, 74c. per 
box; size 1%, 50 sheets, 56c. per box; size 2, 50 sheets, 65c. per 
box; size 2%, 50 sheets, 7lc. per box; size 3, 25 sheets, 41c. per 
box. 

Utility packages of sandpaper, 6%4c. each. Full cartons of 72 
packages are subject to an additional per cent discount. 
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CHICAG 


(Chicago office of HarDWARE AGE) 


Cuicaco, July 15. 


S the hardware trade pushes into 
the second half of 1930, little 
change from conditions as they 

prevailed last month is to be noted. 
Seasonal lines likely to be affected by 
dry weather are either up or down in 
volume. Lawn mower volume, for in- 
stance, is somewhat reduced, whereas 
hose, sprinklers and reels are acceler- 
ated. Sporting goods continue to lead 
the hardware procession. Credits and 
collections are in a fairly healthy state, 
little below normal, despite the gen- 
eral complaint about the sagging de- 
mand for merchandise. The agricul- 
tural picture is not quite so good; 
farmers have been buying less heavy 
equipment than they bought last year. 


MILK CAN PRICES 


Competitive and other conditions in 
the milk-can market have brought about 
a price situation that presents some dif- 
ficulties. In the first place, the in- 
creased use of motor milk-tank trucks 
has been curtailing the demand for 
cans, and several jobbers have been 
under-cutting one another at the ex- 
pense of a margin already none too 
wide. On five-gallon cans of medium 
grade in carload lots a price of $25.20 
per doz. is now proposed, representing 
a 20 per cent advance; some prices, 
within the limitations indicated, have 
been as low as $24 per doz. In l.c.l. 
lots of 100 or more an additional ad- 
vance of 10 per cent is proposed. 

Since jobbing stocks are fairly full, 
it is not believed that these proposals 
can become effective immediately, al- 
though the effort to stabilize prices in 
this over-competitive line is apparent. 
Limited to the competitive grade of 
tubs and pails, a price reduction of 5 
per cent has been announced by mak- 
ers of galvanized ware. Much of the 
early northern demand for stove pipe 
and elbows is running to the heavier 
gages and better finishes. The scram- 
ble for cheap prices has led to numer- 
ous offers of lower grade pipe, but re- 
action is said to be setting in toward 
the more durable qualities; prices in 
this line are now settled for the fall 
season. 

Under the influence of a competitive 
situation, rubber-covered wire is down 
approximately 5 per cent; comparative 
quotations follow: No. 14 wire in 
500-ft. lots, $5.60, reduced from $5.90; 
in 1000-ft. lots, $5.35, reduced from 
$5.65. These are the lowest prices on 





AT A GLANCE 


Conditions show very little 
change with credits and col- 
lections slightly below 
normal. 

* * * 

Milk cans may advance 20 per 
cent—Rubber-covered wire 
declines 5 per cent—Reac- 
tion to cheap grade stove 
pipe and elbows suggests 
demand for better grade as 
fall season approaches. 

* * * 


» 


Prevailing dry weather re- 
tards lawn mower sales but 
stimulates demand f or 
garden hose, reels, sprink- 
lers, etc. Builders’ hardware 
prices fairly firm with vol- 
ume slightly better. Axes 
and axe handles are in good 
demand. 

* * * 

Paints continue fairly active, 
better than last month but 
not as good as last year. 
Prices expected to continue 
steady. 











such wire that have prevailed within 
ten years, revealing, of course, an ex- 
tremely weak market. Electric cords 
remain unchanged. Spottiness charac- 
terizes the demand for electrical ap- 
pliances; much of the movement is 
confined to the lower priced lines. 
Electric fans are fairly aetive. Though 
the fruit season is unfavorable, a con- 
siderable business is being done in can- 
ning and ‘preserving equipment. Ket- 
tles and collanders in both aluminum 
and enameled wares are selling freely; 
glass and enameled refrigerator dishes 
are also moving well. 


DRY WEATHER PREVAILS 


Prevailing dry weather has curtailed 
the sale of lawn mowers. Garden hose, 
reels and lawn sprinklers continue ac- 
tive. Grass hooks, shears, scythes, 
scythe stones, snaths, mounted grind- 
stones, agricultural tool handles, three 
and four-tine hay forks, hay carriers, 
hay fork pulleys, harpoon and grapple 
forks are all responding to the seasonal 
demand. Carriage and machine bolts 
are selling in normal volume. Locksets 
and miscellaneous builders’ hardware 
are moving at a slightly better rate 
without price changes. Sales of auto- 


Sporting Goods Are Active— 
¢ Collections Slightly Below Normal 


mobile tires at the new reduced prices 
are expected to show some increase 
during July; tire business in June was 
better than that of the preceding 
month, though scarcely as good as at 
the same time in 1929. 


PAINTS FAIRLY ACTIVE 


Paints were fairly active last month 
and continue,so, although current de- 
mand is not fully abreast of what it 
was a year ago. In general, prices are 
expected to remain steady throughout 
the summer. Paint prices for fall and 
winter will depend upon the linseed oil 
and white lead markets, which are not 
strong now. In eighteen countries rais- 
ing flaxseed, from which linseed oil is 
produced, the production of this crop 
showed a decrease of 25 per cent in 
1929 as compared with their total for 
1928. World acreage last year showed 
a reduction of 5 per cent under 1928, 
although growers in Argentina have 
increased ‘their acreage. 

As the selling season for standard 
door and window screens is tapering 
off, a good many dealers are now dis- 
playing their merchandising agility in 
the profitable sale of combination doors 
equipped with interchangeable glazed 
storm and screen panels; reports indi- 
cate that such doors are moving in in- 
creased volume, and that more home 
owners than ever are buying them for 
use the year round. Fencing, netting 
and gates are showing added activity 
and many sales are developing as the 
result of demand for enclosures around 
the popular miniature golf courses 
springing up throughout the country; 
alert dealers are selling various equip- 
ment, including cheap putters, for use 
on such courses, the popularity of which 
continues to grow. 

Early orders are coming in rather 
freely for axes and ax handles. Much 
of this movement is attributed to the 
increasing numbers of summer tourists 
and campers equipping themselves for 
life in the open. The demand from 
professional woodsmen, however, ap- 
pears to be on the decrease, but sales 
are active on popular priced axes for 
farm and yard use. It is noticeable 
that one-piece handled axes retailing 
at $1.50 each are being substituted for 
both regular axes and sledges for many 
purposes. It is the dealers who observe 
such changes in demand who are in 
the best position to profit from it, and 
salesmen report that more and more 
hardware merchants are showing ini- 
tiative in this general respect. 
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Going strong 
and will sell 
all summer 







‘VS'N NI 300 W 
Souw 


FISHERMEN can’t resist this new Remington. 
Display it with your fishing tackle and you'll be reordering 
every week. This is a new number. It’s been in the jobbers’ 
hands only a short time and they’re already sending in repeat 
orders. Dealers are cleaning up on it and you might as well 





be doing it, too. 


RH65 has a checkered cocobolo handle with large brass rivets 
and a hole for a thong. The blade is of Kleanblade (stainless) 
steel with a scaler back and a gutting point. Leather Sheaths 
furnished separately. Knives and Sheaths are each packed 14 
dozen in a box. 

There’s a lot of the fishing season left. Still time for you to 
collect a nice profit on this new number. But don’t delay. Place 
your order for RH65 with your jobber at once. 


J RH65 
: Retail Price $1.00 
— « With Sheath $1.25 


President 


REMINGTON ARMS COMPANY, Inc. 
Originators of Kleanbore Ammunition 
25 Broadway, New York City Telephone, Digby 0766 


Manufacturers of Arms, Ammunition, Cutlery, and Cash Registers 


© 1980 R.A.Co. 
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PITTSBURGH: 


(Pittsburgh office of HARDWARE AGE) 
PirrspurGH, July 15. 


USINESS this month is keeping 

up at about the same rate which 

prevailed in June, and the slight 
increase in orders which occurred 
around the holiday early in the month 
has subsided. The character of de- 
mand has changed very little and job- 
bers complain of the very small size of 
orders, even though their number keeps 
up rather steadily. Seasonable hot 
weather goods are the bulk of current 
activity, with sporting goods, electric 
fans, fishing tackle, ice cream freezers, 
harvesting tools and sprinklers mov- 
ing well. The cherry canning season 
brought only a scattered demand for 
cherry stoners because of spotty crop 
conditions. Likewise demand for Mason 
jars and tops is confined to specific 
territories, and by no means generally 
distributed. Advance orders for fire 
arms and loaded shells are still in good 
volume, but the majority of retailers 
have now completed their initial buy- 
ing of these goods, and the market will 
be quiet until hunting season begins 
and reorders commence to come in. 


FEW PRICE CHANGES 


Price changes show no definite trend, 
with reductions and advances rather 
evenly distributed. Quotations on lawn 
mowers for next season will be an- 
nounced in a few days, and although 
changes will be largely in the form of 
readjustments, they may be slightly 
lower in the aggregate. Prices on 
bright wire goods have also been ad- 
justed with the issuance of a new 
schedule, but changes are of only minor 
importance. Wrought iron turn- 
buckles have been reduced, with sizes 
up to and including one in. now quoted 
at 45 per cent off list, and the larger 
numbers 35 per cent off. Manila rope 
has been reduced Ic. per Ib., with first 
quality now quoted at 2l1c. per lb. for 
3%4 in. No change has been made on 
Sisal. The entire line of harness snaps 
has been advanced about 25 per cent. 
The McKinney line of padlocks has 
been slightly reduced, with No. 7001 
now quoted at $6 per doz., No. 7002 
at $7.20 per doz., and 7003 at $8.80 
per doz. Copper sheets have also been 
reduced and are now quoted at 2134c., 
base. No change has been made in 
zinc sheets or sheet steel products. In 
the painting goods line linseed oil has 
gone down slightly and is now quoted 





AT A GLANCE 


July business about equal to 
June, though individual 
orders continue to run ‘small. 

x * * 

Few price changes reported 
are both up and down. De- 
clines include iron turn- 
buckles, manila rope, 
McKinney padlocks, copper 
sheets, turps and linseed oil. 
Advances are of minor im- 


portance. 


* * * 


Iron and steel industry pro- 
duction has not caught up 
with loss during recent holi- 
days and demand generally 
is light. 

* * * 

Collections are tightening up 
and are not as good as June. 











at 151/3c. per lb. in barrel lots. Tur- 
pentine is also lower at 58c. per gal., 
while white lead is unchanged at 13.75c. 
per Ib. 


BUILDING SITUATION 
UNCHANGED 


The building situation shows little 
change. Although reports in some parts 
of the country indicate a slight upturn 
in the offing, conditions in the Pitts- 
burgh district offer little encourage- 
ment. Makers of radiators and sani- 
tary ware are -running only two or 
three days a week, and standard pipe 
mills are not averaging more than 50 
per cent in operations. Consequently 
builders’ hardware is-~-still very dull, 
and some manufacturers expect little 
improvement this year. 

The iron and steel industry in this 
district has scarcely recovered the ac- 
tivity lost during the holiday interrup- 
tion, and general demand shows little 
life. Steel ingot production has dropped 
under 60 per cent of capacity, and in 
many cases finishing mill operations 
are less than 50 per cent. Exceptions 
must be made in case of line pipe, on 
which mills are now approaching a ca- 
pacity output, and on structural shapes, 
for which demand is fairly good. Ship- 
ments of reinforcing bars are also 
keeping up, and wire mesh and other 


July Business On a Par with June 
—Canning Goods Active 


road materials are in good demand. 
Rather general suspension of activity 
in the automobile industry this month 
has seriously affected releases on sheets, 
strip steel and bars, while tin plate re- 
leases are gradually tapering off. How- 
ever, shipments on old releases are 
holding up well as the canning season 
reaches its peak activity. Steel prices 
have achieved some stability at present 
levels, although sharp concessions are 
still reported from time to time on de- 
sirable orders. No open reductions are 
reported, but buying of the present 
hand-to-mouth character offers little in- 
centive for price cutting, and many mills 
have adopted a somewhat firmer at- 
titude. 

Collections, which were somewhat 
easier in June, have again tightened up 
and hardware jobbers, as well as retail- 
ers, are meeting with considerable diff- 
culty. Unemployment in the mill towns 
and coal mining communities is largely 
responsible for this condition, and is 
expected to be even more serious be- 
fore the summer is over. 





April Paint Sales Decline— 
12 Per Cent Less Than 1929 


The total sales of paint, varnish and 
lacquer products during April amounted 
to $36,591,579, as compared with $41,819,- 
605 for the same month last year, a de- 
crease of $5,228,026, according to a sur- 
vey of 544 firms by the United States 
Department of Commerce. A gain was 
noted over March of this year, however, 
this amounting to $4,882,539. During 
April, 1928, the sales were $36,669,056, or 
about $78,000 more. 

Although the month fell behind the 
same one in 1929, trade sales ran over 
$1,000,000 ahead of those last year. These 
represent purchases by dealers, jobbers, 
painters and consumers. The losses were 
suffered by industrial and unclassified 
sales, each of these falling, roughly, $3,- 
000,000 behind 1929. 

Aggregate sales during the first four 
months of 1930 amounted to $121,725,- 
782, as against $140,548,639 in 1929 and 
$130,030,259 in 1928, respective declines 
of $18,822,782 and $8,304,402 under the 
two preceding years. Thus sales were 
approximately a shade over 12 per cent 
less than last year and a bit under 7 
per cent behind 1928. Industrial and 
unclassified sales each show losses of, 
roughly, $10,000,000 thus far this year, 
as compared with 1929, but trade sales 
reveal a surprising gain of nearly $1,000,- 
000 for the four months’ period. 
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Ken Crowell J. T. McCutcheon Lew Humphrey 
Albion, Pa. Dayton, O. Buffalo, N. Y. 


THE JOBBER’S SALESMAN 


Has two definite obligations, one to you and 
one to his house. 


What is his obligation to “The House”? 

He must sell enough merchandise to make it profitable for his firm 
to keep him on his territory. He must likewise satisfy his firm that 
he is receiving from the dealers on his territory a fair share of the 
business which they have to place. 


What is his obligation to you—his customer? 

F. L. Robinson He must realize that your continued and increasing prosperity is 
Greensburg, Pa. as vital to him as his own welfare and the welfare of his house. With 
that thought in mind he must sell you merchandise which will best 
serve your needs, keep you posted on new goods and “specials,” and 














be ready to offer helpful suggestions on store arrangement and display. 
Naturally, the more confidence you place in a jobber’s salesman, the 
better he is able to serve you. Indeed, it is this feeling of mutual 
confidence between hardware jobber and independent retailer which 
will do more than anything else to assure prosperity for both. 


Realizing this, consider the list of jobbing houses you are buying from 
at present. Are you giving the bulk of your business to one or two 
of them or are you spreading it out among half a dozen? Do these 
extra four bring you any particular advantage you could 
not obtain from Number One or Number Two? 


Let’s say the volume you are distributing among jobbers Three, Four, 
Five and possibly Six, isn’t sufficient to give any of them a fair profit. 
What happens? They must either pass up your account or sell a 
D. L. Himelrick profitable amount of merchandise to your competitor. 


Hundred, W. Va. : 
Whose interests then, will they be most likely to serve, yours or your 
competitor's? 





* Take this business you are giving Three, Four, Five and Six. Add 

it to what you are already giving One and Two. What happens? 
Your account becomes increasingly valuable to them—their welfare 
even more dependent on your welfare. 
The House of Worthington is so splendidly equipped to 
serve your best interests that if you are located on 
“Worthington Territory” we suggest that you test our 
capacities—to the limit. 


THE GEO. WORTHINGTON CO. 
Ray, Mook 1829 CLEVELAND 1930 


New Brighton, Pa. 





Herb Moesta F. J. Sorn J. L. Taylor 
Lansing, Mich. Cuyahoga Falls, O. Columbus, O. 








Bob Reul 
Delphos, O. 





E. N. Falke 
Toledo, O. 














H. J. Houser 
Buffalo, N. Y. 





Bob Greenfield 
Syracuse, N. Y. 


Roe Shrader 
Newark, 








ae 
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New York, July 15. 

Half way into the first month of the 
second half of the year, the local 
wholesale hardware and housefurnish- 
ings market shows little change. Com- 
pared with the same period of last year 
(remembering the wide observance of 
the three-day July 4 holiday) the first 
half of July, 1930, is not far behind. 
Studying current volume we _ note 
housefurnishings, particularly wooden- 
ware items, are relatively more active 
than the bulk of merchandise carried 
by local jobbers. There is also a fair- 
ly good fill-in demand for electric fans 
and similar strictly hot weather lines. 
Retailers, generally are buying in small 
quantities. It is likely that retail stocks 
are abnormally low, which encourages 
the belief that any definite increase in 
business locally will see fairly good 
volume. 

The first six months of the year 
shows a local decline in sales averaging 
from 21 to 30 per cent behind the same 
period of 1929. In considering these 
declines it must be remembered that 
merchandise prices have declined from 
12 to 15 per cent in the same period. 
The Federal Reserve index on whole- 
sale prices shows a decrease of 14 per 
cent. When both volume and price de- 
clines are studied the adverse change 
cannot be considered as- alarming as 
some reports would indicate. If ton- 
nage were exactly the same for the 
first six months of both 1929 and 1930 
the current years would still show a 
dollar and cents decline running from 
12 to 15 per cent. 


EXPECT FAIR SUMMER 


Wholesale distributors serving this 
territory look for a fair summer, but 
feel that any substantial improvement 
can hardly be expected until the fall. 
There appear to be less mortalities 
among retail hardware stores in the 
Metropolitan area, but at the same time 
there are few if any new hardware 
stores of any account being established. 
The latter situation is partly due to 
more stringent and sane credit restric- 
tions being placed on the opening of 
new stores. In fact throughout this 
section there is far less credit laxity, a 
factor which should help place the busi- 
ness on a better plane. 


Local Wholesale Hardware and House- 


N E\W YORK: furnishings Market Shows Little Change 





AT A GLANCE 


Remembering wide observance 
of three-day July 4 holiday 
first half of July not far be- 
hind same period of 1929. 

* 


Any substantial improvement 
not expected until the fall, 
as jobbers expect summer 
business to be fair. 

* * # 

Wholesale volume for first six 
months runs from 21 to 30 
per cent behind same period 
last year. 

* x 

Price declines, making same 
comparison, run from 12 to 
15 per cent behind last year, 
so that equal tonnage for 
both periods would still 
show dollars and cents de- 
cline equal to price decrease. 











Collections are somewhat spotty. 
They average from fair to poor, but 
considering the collection situation for 
the current year as a whole, a slight 
improvement may be reported. 

Building and engineering contracts 
let in June in Metropolitan New York 
and vicinity (northern New Jersey, 
New York City, Long Island, West- 
chester, Orange, Putnam and Rockland 
Counties) were valued’ at $80,324,900 
against $96,208,600 in the previous 
month and $84,810,000 in June, 1929, 
according to reports from F. W. Dodge 
Corp. For the first six months of 1930 
construction contracts in this territory 
totaled $512,502,800 compared with 
$593,536,200 for the corresponding 
period of 1929. The June contract rec- 
ord showed the following distribution: 
Commercial buildings, $21,837,800; 
residential buildings, $21,003,600; pub- 
lic works and utilities, $19,095,700; 
educational buildings, $7,459,900, and 
hospitals and institutions, $6,374,700. 
All other non-residential building con- 
tracts totaled $4,553,200 in June. Con- 
templated work reported in June totaled 
$94,712,400 against $86,178,500 in June, 
1929. 

June construction contracts in up- 
State New York (including all coun- 
ties north of Orange, Putnam and 
Rockland) totaled $21,456,900 com- 


pared with $24,478,300 for the previous 
month and $22,947,700 in June of last 
year. For the first six months of 1930 
new construction awards in this terri- 
tory were valued at $101,843,200 as 
against $93,985,100 for the correspond- 
ing period of 1929. The June contract 
record showed the following distribu- 
tion: public works and utilities, $6,921, . 
000; educational buildings, $4,389,300 ; 
residential buildings, $3,547,800; social 
and recreational buildings, $1,526,700, 
and religious and memorial buildings, 
$1,460,500. All other non-residential 
buildings aggregated $3,611,600. New 
planned work reported in June 
amounted to $37,904,100 compared with 
$22,349,900 in June, 1929. . 


HELPS BUYING POWER 


While the building outlook is en- 
couraging it must be noted that it is not 
the kind of building which directly 
helps sales of the local wholesale and 
retail hardware trade. There is, of 
course, the indirect advantage in that 
construction work contributes very 
largely to buying of consumers and 
with further progress would help elim- 
inate some of the local unemployment. 

Average weekly earnings in repre- 
sentative New York State factories, 
including all employees in both office 
and shop, are reported at $29.10 for 
May, by the State Industrial Commis- 
sioner. This is the lowest such figure 
since $28.79 was registered in April, 
1928, and is the lowest May since 1926. 

It compares with $29.45 in April, 
with the year’s high of $29.90 in 
March, with $30.03 in May, 1929, and 
$29.19 in May, 1928. Despite its poor 
showing in comparison with recent 
months, it is higher than for any 
month prior to September, 1926. The 
peak of $30.47 was reached in Septem- 
ber, 1929. 


FEW PRICE CHANGES 


There are few important price 
changes being made at the present time. 
There are the usual adjustments both 
up and down, but most of them are 
what might be termed house changes 
of individual wholesalers. Some price 
competition on volume business con- 
tinues in such staples as nails, bolts, 
nuts and screws. 
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VEN its best and oldest friends have been 
surprised at the rapid rise of International 
Harvester in the automotive world. The gains 
in International Truck production and in 
International registration throughout the 
United States have been almost sensational. 
There is nothing artificial or temporary in 
this success. It would, in fact, be hard to cite 
a better example of sound and steady develop- 
ment in American industry and business than 
this rise of International Trucks. The truck- 
building knowledge accumulated since 1904 
has been apparent in each new year’s output 
of Internationals. Constantly improving de- 


sign, rigid quality standards, and a forward- 
looking service policy—all have contributed 
to the growing reputation. 

Today the rising preference for Interna- 
tionals forms as reliable a gauge as you can 
get of truck values. The proof of the pud- 
ding is in the eating, and the proof of the truck 
comes out on the job, and in the record of 
sales. 

The line today includes the 34-ton Special 
Delivery; the 1-ton Six-Speed Special; 1%, 
114, 2, and 3-ton Speed Trucks; and Heavy- 
Duty Trucks to 5-ton. Service through 180 
Company-owned branches in the United 
States and Canada. 





INTERNATIONAL HARVESTER COMPANY 


606 So. Michigan Ave. of America 


(Incorporated) 


Chicago, Illinois 


INTERNATIONAL § 
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ATLANTA: 


(Atlanta office of HARDWARB AGB) 


ATLANTA, GA., July 15.—Business in general with the hardware 
trade throughout the Atlanta district has suffered a slight falling 
off in sales during the past few weeks and it is believed that inso- 
far as the immediate future is concerned business has definitely 
settled down to the expectation of a rather dull summer and that 
the autumn stimulus will provide the next opportunity for an up- 


turn. 


Business has responded to some extent to the melon and 


peach movement over South Georgia, but in most sections this has 
been disappointing due to the low prices received for these crops. 
The outlook for this year’s tobacco crop is considered good and 


far above the average. 


Weather conditions at this time are excel- 


lent for growing cotton and if good prices are maintained there is 
every indication to believe that trade will recover in the fall and 
that normal activity will have been restored by the end of the year. 

No important price changes are noted at this time and jobbers 


report collections as being fair. 


PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 
RETAILERS, F.O.B. ATLANTA, GA. 


ELECTRIC FANS. 
10-in. oscillating 
12-in. oscillating 
16-in. oscillating 
52-in. ceiling, 3 speed ) 

(All above less 30 per cent.) 


FISHING TACKLE. 

No. 1 to 12 Kirby fish hook, $1.20 
per thousand; No. 1 to 12 Carlisle 
fish hook, $1. 50 per thousand. 

BB Split shot sinkers, 30c. per doz. 
boxes; 7B Split shoe sinkers, 40c. per 
doz. boxes; 5B Split shot sinkers, 60c. 
per doz. boxes. 

Steel True Temper fishing rods, 
No. BEG, 3 ft., $3.67 each; 3% ft., 
$3.67 each; 4 ft., $4.44 each. Steel 
Oxford Temper — rods, No. 0 
BEG, 3 ft., $2.57 eac 

Fishing reels, — 1300, $24.00 doz. 
No. 2800, $9.0 

White bawedey ania fish line, 20 
ft. hanks, No. 1, $1.50 gro.; No. 4, 
$2.25 gro.; No. 10, $3.75 gro. 

Eureka fish line, 15 ft. hanks, No. 
1, $1.50 gro.; No. 3, $2.00 gro. 

Seine twine, No. 9, 2 oz. balls, 65c. 
per lb.; Nos. 18, 21, 24, 36, 4 oz., 60c. 


per Ib. 

Trot line, No. 1, 1 Ib. balls, 50c. Ib.; 
Nos. 1, 2, 3, 4, 10-lb. tubes, 42c. per 
Ib. 

FREEZERS. 
Each 
at, Breet, TIGG. ...cscccseens $3.30 
Se es 3.85 


SS i vissenescsevees 
qt. Frost King 


qt. Frost King. 
qt. Frost King. 
qt. Frost King 
> ol discount—40 per cent.) 


ANWOHAPeworom 
2 
cw 





bat pet 


1 qt. White Mountain......... $4.85 
2 qt. White Mountain......... 5.65 
3 qt. White Mountain......... 6.75 
4 qt. White Mountain......... 8.25 
6 qt. White Mountain......... 10.45 
8 qt. White Mountain......... 13.50 
10 qt. White Mountain......... 18.00 
12 qt. White Mountain......... 21.55 
(Less discount—50 per cent.) 
Ds PROS Fe Sites cide sescasan® $4.00 
a ee mere 4.60 
ee ss cas 0k os bes oda aes 5.55 
oe ee ee ee 6.80 
Ds CERERCL sip en sede’ cesehwae 8.60 
rt is SI phew ain 6 > Sie 0'0 Sn 9 ores 11.10 
Be WR Bc dace sbunies ides onde 14.80 
ae ee eae 16.65 


(Less discount—50 per cent.) 





| FRUIT JAR RUBBERS. 


Double lip, 65c. per gross. 


| GARDEN SETS. 
No. 711 Victor, $4.50 per doz. 


GRASS HOOKS. 


LAWN GOODS. 
Garden Hose.—% in. 6 ply 50 ft. 
sections, Good Luck with connections, 
10c. ft.; % in. 6 ply 25 ft. sections, 
Good Luck with connections, 10%c. 
ft.; 5% in. 6 ply 50 ft. sections, Leader 
with connections, 8c. ft.; % in. 6 ply 
25 ft. sections, Leader with connec- 
tions, 8%c. ft. Nelson’s Hose Mend- 
ers, 35c. doz. 

Hose Courting in., 5% in., % 
in. common, $1.25 doz.; Nelson P. C. 
hose couplings, % in., & in., and % 
in., $2.00 doz. 

Paes Washers.—1 lb. cartons, 50c. 


Lawn Fence.—Diamond lawn fence, 
1-in.-58-in., $1.65 per rod. 


10 ft. x 36 in. single drive gates 9.00 
10 ft. x 42 in. single drive gates 9.50 

Hose Clamps.—% in. galvanized 
hose clamps, 35c. doz.; % in. galvan- 
ized hose clamps, 40c. doz. 

Lawn Mowers.—No. 200, 14 in., 4 
blade ball bearing Stearns, $6.50 each; 
No. 200, 16 in., 4 blade ball bearing 
Stearns, $6.75 each; No. 200, 18 in., 
4 blade ball bearing Stearns, $7.00 
each; No. 35, 16 in., 5 blade roller 
bearing Stearns, $12.00 each; No. 35, 
18 in., 5 blade roller bearing Stearns, 
$12.50 each; No. 35, 20 in., 5 blade 
roller bearing Stearns, $13.00 each. 

Doo-Klip Products. —Doo- -Klip grass 
shears, $10.80 per doz.; Doo-Klip long 
handled grass shears, ‘518. 00 per doz.; 
Doo-Klip pruners, $10. 80 per doz. 


LEATHER (CUT LACE). 





Reading matter continued on page 56 


r Doz. 
Atkins Perfection grass hooks.. 8, a4 
No. 1 Kelly grass hooks....... 
No. 4 Perfect grass hook...... 6:00 
No. 5 Kelly grass hook........ 9.00 


Per 100 Ft. 
— loop lawn fence, 30-in. 
Re et Se $10.62 
Double loop lawn fence, 36-in. L837 
Double loop lawn fence, 48-in. 
gf Rp ee a ene 14.93 
Pies Gates.— Each 
3% ft. x 36 in. walk gates..... $4.50 
31% ft. x 42 in. walk gates..... 4.75 


Per 100 Ft. 
__ eR EEL EL LEE. Lee $1.5 
REM cup bcub deka saat eae ake 6 
MTEES. “Gob ouserh nese saa eabebeee. 2.75 





Fall Outlook Promising—Crop Returns 
So Far Only Fair—Prices Unchanged 


LOCKS. 
Per Doz. 
No. “> ee or mineral 
CORD Side vals opiwedans $3. 
No. H- 1899 metal rim knob 
—— icreecséeheerdbe ges 3 


Sth a Ss d.c:5 005s wth oS aaa ce 3.60 
No. Or86T 73 inside lock sets.. 6.00 
No. 8665 stone door sets........ * 10:00 
PRUNING SAWS: 
Per Doz. 
No. 18F—12 in. Atkins......... “$9.00 
No. 18F—14 in. Atkins......... 10.35 
ROOFING. 
2 ply smooth strface........... -93 
3 ply smooth surface........... 1.10 
NEE WAR EMOO: 5b oss os'0:54 0.0305 s% 1.51 


Sheathing paper, 20 Ib.......... .60 


Sheathing paper, 40 Ib.......... 1.10 
Per Gal 
Asphalt roof coating............ .60 
Per Lb 
1 lb. cans of plastic cement.... .12 
5 lb. cans of plastic cement.... .10 
10 lb. cans of plastic cement.... .09 
Valley Tin 
Per Roll 
14 in. plain, 100 ft. rolls........ $4.75 
20 in. plain, 100 ft. rolls....... 6.50 
14 in. galvanized 100 ft. rolls.. 6.00 
20 in. galvanized 100 ft. rolls.. 7.50 
ROPE (COTTON). 
From 25c. to 30c. per Ib. 
SASH CORD. 
No. 8 sash cord, 30c. per Ib. 
SCALES. 
No. 1621 family scales, $1.50 each. 
SCREEN WIRE. 
Per Hd. 
Sa. Ft. 
Black screen wire cloth........ $1.70 
Galvanized screen wire cloth... 2.15 
Bronze screen wire cloth...... 6.75 


SKATES (ROLLER). 


Chicago roller skate line, No. ae 

$2.65; No. 183, $2.75; No. 185, $2.7 

No. | $1.25; No. 103 and 105, $1.4 
No. Union roller skates, $1. 15: 


No. 6, *s 75; No. 4, $1.65; No. 130, 
$2.00; No. 130 L, $2.15. 
Skate keys, —_ per doz.; extra 


wheels, 10c. extra 
Winchester. —Boys, No. oo 
No. 3832, $1.35; No. W1G, $1.40. 
SOLDER. 
Acid core on 1 Ib. spools, 58c. Ib.; 
acid core on 5 Ib. spools, 53c. Ib. 


TOILET CLIPPERS. 


Bressant and narrow Brown & 
Sharpe, $3.37 per pr. 


WASH TUBS. 

Doz 
ee ee Pe eee eee ere $4.00 
SS en een eee eae 5.20 
ET A erro Sere eee ae 6.40 
SEERA Oks ais 8 sak weve ee Coe GN ade A 7.20 
tin, AS SA Re ee eee 8.40 

WATER COOLERS 
Each 
NES Geis cca cease aus ee sb we $2.25 
| a eer 2.50 
AMES YG eN nso kwuiioh shee sya eye 2.75 
a ee ere 3.50 
Dey 5 cos We rte h a ve cha ale 4.25 
Wy BS i cain oe iderososercckaael 5.00 
WHEELBARROWS. 


No. 5 with wood tray, $36.00 doz.: 
No. 4 concrete, $6.00 each; tubular 
steel wheelbarrows, $6.50 each. 
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adding a new heavy bronze bolt deadlock 
to the 





MOST COMPLETE LINE OF DEADLATCHES AND DEADLOCKS 
Yale No. 110 Rim Deadlock 




















e NEW VALUE e NEW PROFITS e NEW CUSTOMERS e 


In line with our established policy of supplying a lock for every 
need and purpose, we announce the new No. 110—a Rim Deadlock 
which, while ideal for general utility, is specifically designed for 
use on A. D. T. Burglar Screen equipped doors. 

The A. D.T. Burglar Screen extends over thc frame of the door, 
necessitating a shorter case. But, despite its shorter case, the No. 
110 has a standard 236 inch backset and a cast bronze bolt with 
1% inch throw, giving great strength and security. 

At the suggested retail price — $4.00 —it will afford a handsome 
profit and a genuine opportunity for new sales. Feature it for 
general use as well as for A. D. T. Screen equipped doors. 






Here are the salient features of Yale No. 110 Deadlock: 


1. Suggested retail price, $4.00 each 4. Polished brass knob 
2. Iron case, brass color finish 5. Pin-tumbler cylinder, Unlimited Key Changes 
3. Heavy bronze bolt, 11g inch throw 6. Three Nickel Bronze Keys 


7. Operated by knob from inside, key from outside 


Whatever the need, you can satisfy your customer with an item 
from the Yale Line. When a customer asks for a deadlock or dead- 
latch, he wants something that will afford real protection. And that 
means that he should have a high quality YALE Lock! 


THE YALE & TOWNE MFG. CO., STAMFORD, CONN., U. S. A. 
Canadian Works at St. Catharines, Ont. 


YALE MARKED IS YALE MADE 









Padlocks, Auxiliary Rim Locks, Builders’ Locks and Trim, Cabinet 
Locks, Trunk Locks, Door Closers, Bank Locks, Prison Locks 
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N ATI: Buying Interest Is Light—Building 
Cl N C N ¢ Employment Is Better—Prices Firm 


(Cincinnati effice of HARDWARE AGE) LANTERNS. 
CINCINNATI, OHIO, July 15.—The demand for hardware articles jn eee Te ake a den 
is reacting to the usual midsummer decline in buying interest. Ac- eens om Pee lee ares 


cordingly, new business of local hardware jobbers for the first half doz.; Blizzard No. 2, $13.00 a doz. 
of July is below the level of June. All items are included in the LAWN SPRINKLERS. 








easing of demand except builders’ hardware, which is reported to Fountain, $6.50 a dos.; %4 Fountain, 
be a trifle better than a month ago. This improvement in builders’ Geos ‘$ie.00 a doz” cosets Steg 
hardware demand is due largely to the fact that good weather is ; 
permitting the contractors to bring various projects nearer to Se ae es iliac. 4s. 
completion. in., $4.75 each; 16-in., $5.00 each. 
Industrial employment has decreased somewhat during the month og cin, Belt Dearing, frees isin. 
as many plants reduce operations because of the usual seasonal de-| *"iifeh CM eel, five-blade, 14-in., $11.00 
cline in business. Building employment, however, is fairly steady, | ach: }6rin.. $11.50 each: 18-in., $12.00 
although statistics indicate room for improvement. 
The credit situation has become a little more complex than it was —— ROLLERS. : 


a month ago and the trade indicates that collections are far from be- $11.75; Noe 7 513.50. rr a 
ing satisfactory. It is believed, however, that the closing of one 

bank and the temporary suspension of the second in this district sae wire walle, 98:06 Rar ete. 
during the last two months has contributed in a large degree to the 


depression of the credit situation. PAINT SUPPLIES. 


Ready* mixed house paints, $2.75 


Prices on all commodities are steady, as local jobbers refuse to per gal.; linseed oil, single barrels, 
grant concessions to attract business. ral hele te ber aks eee aa cae 
lead in 500 Ib. kegs, 13%c. per Ib., 


PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO fens 10 per cont. 
RETAILERS, F.O.B. CINCINNATI. ROLLER SKATES. 


Ball bearing, girls and juveniles, 
$1.32 pair; boys, $1.41 pair; cheaper 


BUILDERS’ HARDWARE. Rakes. — First quality, 14 tooth, 77 
: s ; | $9.84 a doz.; Competition grade, $5.25 grade, 77c. pair. 
Sash Weights.—Sash weights, $2.00 | a doz. 
per 100. ; pen Spading Forks.—First quality, reg- RUBBISH BURNERS. 
conse Sue Sure —— inside ular, $15.84 a doz.; extra heavy, Nod. 1, $8.00 a doz.: No. 2, $11.00 
sets in case lots, $3.75 per doz. 21.12 a doz.; etition, $10.80 4 go fete | . 4 ‘elas : 
Butts.—3\% in. old copper and dull doz. as isi me : 0 ORL PO. 5, See Se 
brass butts, 15c. per pair in case 
lots; sand blast, brass finished butts, SCREEN DOORS. 
19c. per pair in case lots. GRASS CATCHERS. No. 241, size 2.10 x 6.10, $16. 
Galvanized bottom medium, $7.20 ~y oa re ee A eis ait. si 
ELECTRIC FANS. a dos.; large, 06.00 a dos. a doz; No. $15, size 2.10 x 6.10, 
Diehl, No. 29011, $10.00 each, list; . . eee 
No. 29511, $13.00 each, list; No. 29711, GRASS SHEARS AND PRUNERS. ig 7 
$14.00 each, list; No. 10512, $17.00 Doo Klip shears, $10 80 per doz.; SCREWS 
each, list; No. 12519, $27.00 each, list: om —s p . = 2 s ‘ 
No. 16512, $35.00 each, list; No. 3160, Doo Klip long handled shears, $18.00 Flat head bright werees, 60, 38, and 
$29.50 each list. These prices are per doz.; Doo Klip pruners, $10.80 10 off iat: flat head blued screws, 50, 


suits ana 10 and 5 off list; round head_ blued 


subject to discounts of 30 and 5 per 
screws, 50 and 10 off list; round head 











cent. 
brass screws, 40 and 5 off list; bright 
an ane HOSE. wire goods, 85, 20 and 5 off list. 
FENCE LAWN. Double braid, 500 ft. reels, without 
. s % 00 ey. 
Single picket, 36 in., $6.40 a hun- couplings, 00 Mt agg ~ 38 a STEPLADDERS. 
dred ft.; 42 in., $7.20 a hundred ft.: per 100 ft = i : Best grade, 5 foot, $2.55 each; 6 
48 in., $8.00 a hundred ft.: double i foot, $3.00 each; 7 foot, $3.55 each; 8 
picket, 36 in., $8.80 a hundred ft.; 42 foot, $4.05 each; 10 foot, $5.05 each; 
in., $9.60 a hundred ft.; 48 in., $11.20 HOSE REELS 12 foot, $6.65 each. 
a hundred ft. : wiz Competition grade, 3 foot, 5lc. 
are $1.10 each; No. 10, $3.10 each; 4 foot, at each; 5 foot, Bt 
7 : ee , each. each; 6 foot, $1.00 each; 7 foot, $1.55 
FLOWER BED GUARDS. each; 8 foot, $1.75 each, 
16 in., $3.90 a hundred ft.; 22 in., ’ , y, 
an ee ICE CREAM FREEZERS. TRELLIS WIRE. 
| White Mountain, 2 quart, $5.65 : . 
ewe ” : | each; 4 quart, $8.25 each; 6 quart, 22 in., $3.95 a hundred feet. 
GALVANIZED SPRINKLERS. $10.45 each; 8 quart, $13.50 each; 10 
4 quart, $5.30 a doz.; 6 quart, $5.80 quart, $18.00 each. VACUUM BOTTLES. 
: doz.; 8 quart, $6.55 a doz.; 10 quart, Competition re’, 1 pint, 62c. 
7.40 a doz.; 12 quart, $9.00 a doz.; | each; 1 quart, $1.20 each. 
16 quart, $10.80 a doz. | LADDERS. 5 High grade, 1 pint, $1.00 each; 1 
Extension, 20 foot, $5.75 each; 24 quart, $2.00 each. 
| Seek. fa oP ne Meg By woe ad ened Nickel plated, 1 pint, $1.75 each; 
! oN ; 28 foot, $8.15 each; 30 foot, $8.75 each; 1 quart, $2.50 each. 
saree serneunit , aioe 32 ome yond rst 34 foot, ag tang : 
pades an ovels. — Polished, each; 3 oot, $11.60 each; 40 foot, 
$9.25 a doz.; black, $8.00 a doz. | $13.00 each. WINDOW SCREENS. 
Hoes.—First grade, socket, -6™% in., Extension, with windlass, 28 foot, 2433, $4.30 a doz.; 3037, $6.00 a doz.; 
$9.84 a doz.; cotton, $7.68 a doz.: | $9.35 each; 30 foot, $10.00 each; 32 3637, $7. 00 a doz 
planter, $8.28 a doz.; Cronks, weed- foot, $10.60 each; 34 foot, $12.25 each; Galvanized, 2433¢, $4.55 a  doz.; 
ing, No. 1, $4.20 a doz.; Cronks, 36 foot, $13.00 each; 38 foot, $13.65 3037g, $6.25 a doz.; 3045g, $7.00 a doz.; 
weeding, No. 4, $4.50 a doz. each; 40 foot, $14.35 each. | 36372, $7.25 a doz. 


Reading matter continued on page 58 
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There is a Difference in Pumps 












—-—— 













Two features of established merit win pump business for 
Myers dealers. One to reduce pump labor a third—the other 
to protect and preserve pump leathers—both of utmost impor- 
tance in the performance and life of the pump—form a com- 
bination with a strong appeal to discriminating pump buyers. 








Interpreted in terms of dollars and cents—more business, 
more profits. Interpreted in service—more de- 
pendable, longer lived water facilities. Goodwill 
builders. Double profit makers. And this is the 


goal you are striving for when the gong rings. 







FREFE MYERS &BRO.CO IIB ASHLAND, OHIO | 
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You need the Myers Line of Hand and Windmill, Well, 
House and Cistern Pumps, Pump Stands and Tank Pumps to 
boost your pump business. And besides you have the complete 
line of Myers Self-Oiling Power Pumps, Water Systems and 
Pumping Jacks to draw on when your customers are interested 
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en 














in larger capacity outfits. 

Act today—write or wire. y 3 
ia 
ia | 

—-> — et } if 
FE.MYERS & BRO. | 
ASHLANBDB, OHIO. 
Ma ee ee ea ee rCeL a BARR FACTORY cat TE 
GARAGE DOOR HANGERS: STORE LADDERS. - rs 
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PUMPS-WATER SYSTEMS - HAY TOOLS -DOOR HANGERS cy 














fe 
fe 











58 HARDWARE AGE for JULY 17, 1930 


3 O STO Mid-July Business Fairly Good— 
N ¢ Companies Working with Holiday Crews 


(Boston office of HARDWARE AGE) | $13, with large font, $14.25; Little 
| Wizard, $8.50; Underwriter mill, $27. 


BOSTON, July 15.—Mid-July finds both the New England retail In lots of wi 00? deduct, $250. a doz. 
and jobbing hardware trade fairly busy, and working with holiday roadster, wagon, $17.25. a 


crews. The statement that retail business is fair can be modified in | wops AND WRINGERS. 
certain cases, because in a business cycle such as we are passing Mops.—Betty Bright self-wringing 
through there are always individual firms in overcrowded fields that = Byala Th Aleg: Ay i -padlmaaead 


experience dull business no matter how seasonal their merchandise : 

may be. Perhaps such backsliding can be attributed to the wrong ~ sl go egg ee 

store location, or to poor business methods. But the fact remains surace, heavy, 55 Ib., $1.83 a roll, 
pex, 


list; extra heavy, 65 Ib., $2.09. 


that the average New England retailer of hardware is doing as well medium, $1.86; Battle Axe, light, 96c.; 
as could be expected at this time of the year, or better, and appar- |  fycgium, $418: Peavy, $435, Minera 
ently is paying his bills to the jobber. oeales Manan aetaieian Cont. 

The strain of the vacation period is much more noticeable in job- ee mek Star, Sée, ae Gane 


bing circles than it is in retail, for the reason that most jobbers to- Continental red rosin, $50 a ton. 

° ° ° Shingles. —Hexagon, three-tab, fac- 

day endeavor to have the bulk of their help on holiday just about tory shipments, one to 11 cars, 30 ber 
ce) cars, an 


° . ° t off list; 
now. Which means that all jobbing house departments are short of | jer cent: 20 to 49 cars, 20 and 11 per 





workers, and it is quite an effort to keep up with retail requirements "ior Raetintte “Merten. Mac. 
one-gal. containers, $1.25 each list; 


even with trade seasonable. The most encouraging news coming avecnal, comtetnane, 61 38 wer anh: IE. 
from jobbers is that a lot of old hang-over accounts have been ad- | £2! containers, 80c. per gal:; 50-gal. 
justed and that the credit situation is, perhaps, clearer than it has gal. containers, $2 each list; five-gal. 
been for months. General sentiment in all lines is that business | {0"per cent. P°™ Sh Discount, 
will begin to grow better in August, and that by late spring, 1931, ROPE. . 


it will be back on its former basis. Manila.—Full coils, 3/16 in., 26146c. 
Local jobbers have reduced Manila rope 1c. a pound, sisal rope £ aes ee dsc’ ital 
14c. and lath yarn éc., while slight reductions have been made in coils, 18 thread eh ee int 


certain types of oil heaters and wicks. Manufacturers of scythes Ne i edhe te, Bho, & to. 
have not changed prices, but jobbers, because of keen competition, net: % in., 19c. Half coils, % in., 
have cut their prices in numerous instances. Announcement is | “(ath Yarn—Sisal 130 thread, 16c. 
made that a new Ingersoll $1 watch, the first presented since before I a Bg * gtrene, gt. Halt 


the war, will be ready for distribution this week. RUBBISH BURNERS. 
Rubbish Burners.-—-Cyclone, No. 2, 


PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO | _,,,7ubbish Burners-—Cyclone, No. 2. 


net; in smaller quantities, $2.25 each. 














RETAILERS, F.O.B. BOSTON. Guseen Wis Gar fan. Bet 
BATTERIES. | EXTRACTORS. SASH CORD. 

Automobile. — Harvard, six volt Extractors.—Orange, No. 96, $2 _ Standard Makes.—Sampson, 64c. 2 
type, for Ford, Chevrolet and Essex | doz. net; lemon juice extractor, No. Ib., base; Phoenix, 43c.; competitive, 
cars, Gold Seal. No. 613911, $19.5 | 4, 90¢.; No. 6, 80c. ; 32c. 
each, list; lack Seal, No. 613B. ti. 
$16.60; Red Seal, No. Bi3RJ11, $12.70. | FILES. STEPLADDERS. 

welve volt type, for Dodge cars, No —_ f Stepladders.—3 ft., $1.60 each net; 
127GJ, $28.25: No. 127BJ, $21.75; No. ig mages dN — ae 4 ft. $214; 6 ft, $2 2.67: 6 ft, $3.20: 
127RJ, $17.60. Six volt type, for makes 60 and 10 per cont : 7 ft., $3.73: 8 ft., $4. 27. io ft., $5.34. 
Lincoln and other higher priced cars, " Nappanee.—No. 211, ae 90c. each 
No. 621GJ, $41.50; No. 619BJ, $31.50. net; 4 ft., $1.20; 5 tt Bo: 6 ft., 
Discount 40 per cent. HEATERS. $1.80: 7 ft., $2.10; 8 ft., $2.40. 

Radio.—Harvard, Red Seal, $12.70 , i oe ae ge. on 
each, list, Black Seal, $18.40; Red ist v 5 7 v . $7.75 
Seal, $15.50. Discount’ 40 per’ cent. Bs: ie Ne: co | ee 
Dry cell, in lots of 50, No. 7111, 35c. 1550, $9.50; No 1665, $13.50. Dis- oe ee Oo. 0 pints, 
each net; in smaller lots, 40c. B. count 30 per cent. k " 75¢. a age . a, a 
batteries, in units of 5. No. 767, less Wicks.—With_ carriers, No. 500, $5 No. 6, ——? o? “— pee : oer 
than unit packages, $2.06 each net: list: No. 325, $5.45. Discount 30 per ay $4. Se oe ie ey yp Migr ene’ 
unit packages. $1.92. No. 770, unit cent. : z oO pin "ee We a o0n each 
packages. $2.80: less, $3. No. 1772, Electric. — Universal, No. E9927, 10 per cent. Fillers, No. , 60c, eac 
unit packages, $1.92; less, $2.06. $3.35 each net; No. E9954, $5.35; No. net. No. 4, $1. 

£9937, $5. Rome, $6.67 each net. 

Dry Cell.—Columbia, in lots of 50, WATCHES 
32c. each net, freight allowed. Hot IRONS Pocket ~ Sebi Mie tetent 01 
shot, in barrel lots, No. 1461M, $1.65 . ee ‘sete | a8 ag Rigg ene gale 
each net; No. 1562M, $1.97; No. 1662M, 1s Ee ee radiolite dial, $1.16: Eclipse, "$1.67: 
$2.34. In less than barrel lots, No. oat eee Gb. Na 99008, 83. Junior, $2.17; Midget, $2.17. With 
1461M, $1.75; No. 1562M, $2.07; No. ch Re rly tetas . $7.95 each list: radiolite dials, Yankee, $1.50; Two 
1662M, $2.45. nen eer a seis th in One, $1.67. Waterbury line, chro- 

: Ss mium, a gs eg gat: > 
diolite dial, $4. ew Haven line, Tip 
CLOCKS. KIDDIE SKOOTERS. Tov, plain dial, $1 each net; radium 
Switchman. — Control, 40 hour ern. e. White dine ee ae’ Se eee 
y 7.75 i is No. , $2.33 each net; No. , $3.33, —e ssort , - 
~ ag aga a. Teno Speedster, No. 6112, $3.50. sisting of 6 watches, with 4 sport 
F chains free, Ingersoll, $12.68 an as- 
sortment net. 
— ae. ae ak Hy-L $7.50 d Meal a Mg ag os 
; jetz ne.—hy-Lo, . a OZ. meta al, x each net; olite, 

Desdorizers.—Parafume deodorant, net; Monarch, No. 0, $8, with ruby $2.67; Mite, $3.67; New Haven, plain 
48 cakes to the box, in assorted glow, $9.75; Blizzard, ‘No. 2, $13, with dial,’ $2.29: radium, $2.62. Country 
odors, $2.90 a box net. large font, $14.25; De-Lite, No. 2, Club, No. 640, $1.76 each. 


Reading matter continued on page 60 
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Try this on your 
Steam Roller... 


LACE a Wood's “Moly” Shovel upside down on a concrete 
roadway. Run over it three or four times with a ten ton steam 
roller. Could you think of a more merciless test? 


A contractor, “from Missouri”, tried it . . . fully expecting the 
shovel to come out flatter than a pancake. But the ten tons of 
steel rode over it with no visible effect. 


When it comes to hardness and toughness in a shovel the superi- 
ority of the “Moly” is indisputable. Comparative tests, both in 
the laboratory and on the job, prove “Moly” to be from two to 
six times stronger than any other shovel made... . and far 
lighter for a given strength. 

If your shovel needs call for inexpensive carbon steel shovels, 
you'll find none better than Wood's “Piqua.” If you need medium- 
priced, heat-treated shovels, you'll find none equal to “Big Fist.” 
But call on “Moly” (H. K. Wood’s Mo-/yb-den-um Steel Shovel) 
if you want the strongest, longest wearing shovel of them all. 


THE WOOD SHOVEL AND TOOL COMPANY 
PIQUA, OHIO 


Wood's Shovels 


“Moly”—“Big Fist” —“Piqua” 


8 Checking Points 


for the 
Shovel Buyer 


Don’t take our word for it. Conduct 
your own comparative tests—bear- 
ing in mind these eight vital points. 














3 Grip 





4. Step 
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Service 
Record 





Reliability 
of Dealer 
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t € [ TI FS: Tourist Trade Buys Actively— 
TW N + Harvesting Progress Is Satisfactory 


(Minneapolis office of HARDWARE AGE) 

MINNEAPOLIS, MINN., July 15.—The summer tourist traffic in this 
northern country is in full swing for the year. Merchants in all 
lines are finding it profitable to cater to this class of trade. Tents, 
camping equipment and fishing tackle have been selling at a satis- 
factory rate. For the next few weeks, however, the sport of fishing 
will not yield quite so good results, in the southern lakes especially, 
due to the warmer weather. Minnesota, Wisconsin, North and 
South Dakota all offer lures to the tourist and camper unequaled 
elsewhere, and thousands of people from all parts of the country 
are ardent advertisers of this fact. 

Result—thousands of dollars of trade flow into these States in the 
summer months, and dealers in all lines have in the past few years 
shaped their stocks accordingly. 

General business has been affected to some extent by the prevalent 
talk of depression. A careful analysis of conditions in the North- 
west tributary to the Twin Cities shows but little foundation for 
the depression talk, for the crops at the present time give promise 
of being as fine as any for several years, and that takes into consid- 
eration all parts of the territory. Harvesting has begun in the 
southwest part of the territory, with very satisfactory reports. 

Prices are holding firm on all items reported. Collections are 
generally fairly satisfactory. 

PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 
RETAILERS, F.O.B. ST. PAUL AND MINNEAPOLIS. 


AXES. GALVANIZED WARE. 

Single bit, base weight, unhandled Standard galvanized pails, 10-qt., 
axes, $15.00 to $16.50; double bit, $2.70; 12-qt., $2.85; 14-qt., $3.10; stock 
$20.00 to $21.50; single bit, handled, pails, 16-in. $4. 70; 18-in., $5.50; 
$19.25; double bit, handled, $24.25 standard tubs, No. 1, $7.15; No. 2° 
doz., net. $8.00; No. 3, $9.35; heavy, No. 1, 

$13.20; No. 3, $14.40; No. 3, $15.60 
BOLTS. doz. net. 


Carriage and machine bolts, 60-10 GLASS AND PUTTY. 


per cent; stove bolts, 75-10 per cent, 


and lag screws, 60-10 per cent from Single and double strength A grade 
standard lists. glass Minnesota prices, 83 per cent 
from lists; strictly pure putty, in 50- 

BRADS. lb. steel drums, $5.35 cwt., net. 


brads, in 25-lb. box at 75 per GRASS SHEARS 
cent from lists. - ° 
“Doo-Klip” grass shears, $10.80 
BUILDING PAPER. doz.; ‘“‘Doo-Klip’’ long handle grass 
Red rosin sized building paper, Shears, $18.00 doz. net. : 
2.52, and tarred felt, $3.00 cwt., net. ICE CREAM FREEZERS 
CHAIN. 9 Ao Sat gatvanined, 75¢.; i¢;- 
, " .65; Vhite ountain, 4-qt., $4.13; 
Log chain, coppered, % x 14, $1.56; wong 3 
5/16 x 14 $2. 11; % x 14, $2. 89: aol? 8-qt., $6.75 each net. 


eolared, y, x 14, 31. 40; 5/16 x 15, $1. 88; LAWN GOODS 


% x 14, $2. 54 each; proof — chain, 


% in., $8.78; 3, in., $16. % in. Nelson’s Perfect Clinching hose 
$26. 13; % in., $41.82 per 100 ft. couplings, $2.25 per doz.; Perfect 
Clinching hose menders, 90c. per doz. 
BUILDERS’ HARDWARE. a 
Steel butts, 3% x 3%, old copper LAWN HOSE. F nt 

or dull brass finish, less than case Competion, %-in., 3-ply, 5%4c.; 

lots, 16144c. per pair; 4 x 4, old cop- Good Luck, 5g-in., 6-ply, 9c.; Bull 

per or dull brass finish, less than Dog, %-in., 7-ply, 12%c.; Manhat- 

lots lots, 22c. per pair. Heavy steel, tan Whipcord Molded, %-in., in 500- 

bevel inside sets, $8.00 per doz. sets. ft. bales, black, 7c.; red, 7c. ft.; 

Steel, bit-keyed front door sets, $1.20 coupled in 650-ft. lengths, black, 

per set; wrought brass, bit-keyed 5g-in., $7.30; red, $7.80 per 100 ft., 

front door sets, $2.40 per set; wrought net. 4 

brass, cylinder front door sets, $4.75 P 

per set. All lock sets quoted in old LAWN MOWERS. 

copper finish. Philadelphia, Style A, 15-in., $18.00; 


17-in., $20.25; 19 in., $22.50; 21-in., 


EAVES TROUGH CONDUCTOR PIPE $25.00 each, net. 


AND ELBOWS. . 
Eaves trough, 28-ga., 3-in., slip MILK CANS. 


joint, 5-in., in crates, $5.25; 6-in., Railroad, wide neck, 8-gal., $2.50; 
$6.40; conductor pipe, 3-in., in crates, 10-gal., $2.70 each, net. 
not nested, $5.10; 4-in., $7.15 per 100 
ft.; elbows, 3-in., $1.73; 4-in., $2.88 NAILS. 
doz. net. Standard wire nee 6 nn cement 
coated wire nails, : per 100-lb. 
FILES. keg base. 


First quality files, 50 per cent, and NT 
jobbers’ brands, 60-10 per cent from POULTRY NETTING. 
list. Hexagon, 634% per cent from lists. 














PRUNERS. 
‘“Doo-Klip’’ pruners, $10.80 doz., 
net. 


REGISTERS. 
Cast iron or wrought steel regis- 
ters, 40-10 per cent from lists. 


ROPE. 

Best. grade manila rop?, 21c. Ib.; 
second grade, 17c. lb.; best grade 
sisal rope, 17c. lb.; second grade, 
16%c. Ib. 


ROLLER SKATES. 
Union line, extension, web heel and 
toe straps, plain steel rolls, 75c. per 
air. 
¥ Same for boys, with self-contained 
ball bearing wheels, $1.45 pr. Same 
for girls, with self-contained ball 
bearing wheels, $1.45 pr. e 
Chicago line, No. 181, $2.65; No. 
183, $2.75; No. 185, $2.75; No. 101, 
$1.; Nos. 193 and 105, $1.40. 


SANDPAPER. 

Best grade standpaper, No. 1, 93c. 
per box of 75 sheets; second grade, 
No. 1, 69c. per box of 75 sheets; gar- 
net, No. 1, $15.68 per ream, net. 


SASH CORD AND WEIGHTS. 
Sash cord, best grade, 58c. Ib. base; 
second grade, 3lc. Ilb.; third grade, 
25c. Ib. base; net and cast iron sash 
weights, $1.95 cwt., net. 


SCREWS, 

Wood screws, flat head bright, 50 
per cent; flat head japanned, 35 per 
cent; round head blued, 40 per cent; 
flat head brass, 42%, per cent; round 
head brass, 37% per cent from lists. 


= 
SCREEN DOORS AND WINDOWS. 
Doors, common, 2-8 x 6-8, $1.65 
each; fancy, $2.60 each; screens, Con- 
tinental, extensions, 24-in., $9.75 doz.; 
Wabash, extension, 24-in., $4.85 doz., 
net. 


SOLDER 
Warranted half and half solder, 
22%c. lb., and strictly half and half 
solder, 233, %c. lb., in 100-lb. boxes, net. 


STEEL SHEETS. 

Galvanized steel sheets, 24-ga. 
(base), $4.30; black steel sheets, 24- 
ga. (base), $3.70. Armco galvanized 
steel sheets, 24-ga. (base), $6.25 cwt., 
net. 


TIN. 
Furnace coke tin, ICL, 20 x 28, 
$14.30 box, and roofing, 20 x 28, 8lb., 
coating, IC, $14.75 box, net. 


TIRES AND TUBES. 

Mansfield tires, 30 x 3%, Liberty 
cord, $4.17. Mansfield «i? duty 
oversize, Liberty, 32 x 4, $7. 

Mansfield heavy duty, 32 x 4, 310. 50. 
Mansfield double service, 29 x 4.50, 
$10.68. Mansfield double service, 32 


Tubes, 30 x 3%, Mansfield, $1.13. 
Tubes, 29 x 4.40. Mansfield, $1.24. 
Tubes, 30 x 3%, a 90c. Tubes, 
29 x 4.40, Liberty, $1.1 Tubes, 32 
x 6.00, Liberty, $1.99. 


WHEELBARROWS. 

Hardwood stave trays, $34.20 doz.; 
selected hardwood stave trays, $40.80 
doz.; tubular steel trays, 4% ft. ca- 
pacity, $7.20 each; Gopher garden, 
$3.75 each; American garden, $6.25 
each, net. 


WIRE. 

Galvanized barbed cattle wire, $2.77 
per 80-rod spool; special galvanized 
barbed hog wire, $2.96 per 30-rod 
spool; No. 9 (base), smooth, — 
ized wire, $3.35 cwt., and No. 39, 
smooth, black wire, $2. 90. 


| WIRE CLOTH. 
Black painted, 12 x 12 mesh, $1.65; 


aluminum finish, 12 x 12 mesh, $1. 85 
per 100 sq. ft., net. 
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HARDENED STEEL BALLS SET IN BOLT 
MAKE HACK-SAWING IMPOSSIBLE 


OPERATION 


6885 — Both bolts are operated from the 

outside by the key. The dead bolt is operated 

from the inside by the turn knob. The latch 

bolt is operated from both sides by the knobs. 

The outside knob is set by the stop in face 
of lock. 


6880 — The dead bolt is operated from the 
outside only by the tenant’s key, and from 
the inside by the turn knob. The master key 
(janitor’s) will not operate the dead bolt. 
The latch bolt is operated from the outside 
by the tenant’s and master keys, and from 
the inside by the knob. To prevent entrance 
to the apartment by the janitor, the dead 
bolt is thrown by the tenant, making the lock 
inoperative by the janitor’s master key. The 
outside knob is stationary. 





SARGENT 
announces 


REMARKABLY LARGE DEAD f UNUSUAL STURDINESS 
BOLT WITH LONGER THROW FEATURES THE FACE AND CASE 





new cylinder locks of truly exceptional strength 
designed especially for apartment entrance doors 


SECURITY that is dependable is accomplished by the new Sargent Cylinder Locks Nos. 6885 and 6880, 
of mortise type, manufactured in standard size. e Unusual sturdiness features the face and case. The dead 
bolt is remarkably large, with a longer throw. A burglar could spring it a full inch without releasing the 
door. The latch bolt also is extra heavy. Strength throughout defies forcing and classifies this new lock 
as one that affords dependable and maximum security, one that is actually burglar-proof. It is the perfect 
lock for entrance doors of apartments. @ The dead bolt of this lock cannot be sawed through with a hack- 
saw. Hardened steel balls set in line in the bolt roll as the saw strikes them. The saw cannot get a grip. This 
lock is intended for use with standard Sargent trimmings. Extra cylinders to provide for tenant changes 
may be had at reasonable cost as required. Sargent & Company, New Haven, Connecticut; 94 Centre St., 


New York City; 150 North Wacker Drive (at Randolph), Chicago. 


SARGENT 


LOCKS & HARDWARE 
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A hang that has 
never been equalled 


—claws that grip 
like a bulldog’s jaw— 
just the right crown 
on the face and sides 
to prevent marring 
the work — these are 
a few reasons why 
Maydoles have been 
the choice of ecar- 
penters and skilled 
wood-workers for 
more than 87 years. 


Write for free supply of Pocket 
Handbooks 23 “C” 


Ma YOUR HAMMER dole 


Hammers 
The David Maydole Hammer Co. Norwich NY 





























| ing to $4,521,832,000, 





Treasury Reports Show Drop 
In Money Circulation for 1930 


Illustrating the marked difference in 
business conditions June 30 and the same 
date last year were Treasury Department 
figures issued July 9 on money circula- 
tion. 

This year money in circulation, amount- 
showed a decrease 
of $225,000,000 during the twelve months’ 


| period, while there was a drop of $30,- 


000,000 during June. Per capita circula- 
tion June 30 was $37.30, compared to 
$37.59 May 31 and $39.62 June*30, 1929. 
Figures were based on an estimated pop- 
uiation of 121,213,000 this year. 

Officials explained the drop in money 
circulation by the depression in business. 
Whereas, a year ago business was boom- 
ing, with tremendous demand for cash 
both in commerce and industry, and in 
the stock market, today there is an 


| abundance of money for investment at 


even lower rates. 

It was expected, however, that there 
may be some increase in money circula- 
tion due to the vacation season. Ordi- 
narily there is a sharp rise in circulation 
over the Fourth of July period, the mar- 
keting season, the Labor Day holiday 
and then a gradual rise for the autumn 
agricultural requirements and, finally, a 
maximum year’s money circulation in the 
Christmas holiday buying season. 

Total money stock of the country June 
30 amounted to $8,305,769,000, a decrease 
of $233,000,000 for the year. This total 
does not include gold certificates of $1,- 
489,978,000 or silver certificates amount- 
ing to $487,198,000, since these amounts 
are represented in gold coin and bullion 
and standard silver dollars. Of all money 
the Treasury held $4,021,287,000, a gain 
of $232,000,000 in the year. The Treas- 
ury had $3,492,847,000 of all gold coin 
and bullion amounting to $4,534,181,000. 
There was $684,107,000 in gold in the 
hands of the Federal Reserve banks and 
$357,226,000 in circulation. 

The Reserve banks had $1,741,086,000 
of the money outside the Treasury. Fed- 
eral Reserve notes formed the largest 
single type of money in _ circulation, 
amounting to $1,402,027,000, followed by 
gold certificates, $994,830,000, national 
bank notes, $650,779,000 and silver cer- 
tificates, $386,915,000. 


Construction Up 812 Per Cent 
In June, But Below Last Year 


An increase of approximately 8% per 
cent in the volume of construction per- 
formed during June as compared with 
that of the previous month was indicated 
by the shipments of basic construction 
materials, according to the statistical 
charts of the Associated General Con- 
tractors of. America, which show the June 
volume at index number 191, or 15 points 
above that for May. The June index 
number, however, was 40 points below 
that for the same month last year. 

Composite index numbers for the first 
six months of 1930 indicate a decrease 
of 12 per cent in the amount of con- 


struction work performed during the first 
half of the year as compared with the 
same period of 1929. The average month- 
ly index this year has been 148, against 
167 for the first six months last year, 
and 195 for the entire twelve months’ 
period of 1929. 

Although contract awards reported for 
the first five months likewise show a de- 
crease in comparison with those of last 
year, Edward J. Harding, assistant gen- 
eral manager of the Associated General 
Contractors, is confident that there is still 
a large volume of work which will come 
forward, and that a relatively stronger 
showing will be made in the final half 
of the year, says the Journal of Com- 
merce. " 

Concrete surface pavement awards ag- 
gregated 18,914,000 sq. yd. in May, or 
314,000 sq. yd. more than in the previous 
month, which was a_ record-breaking 
April. The awards for the first five 
months totaled 64,665,036 sq. yd., or an 
increase of 13.3 per cent over the same 
period last year. 

Long term State and municipal bond 
issues totaled $135,000,000 in May and 
$595,056,000 for the first five months, a 
gain of slightly more than 12 per cent 
for the latter period. The monthly av- 
erage thus far has been $119,000,000, as 
compared with $107,150,000 for. the first 
five months of 1929. 

The average of construction costs in 
the principal construction centers in June 
was 3.4 points less than the cost index 
figure for the same months a year ago, 
standing at an index number of 199.6, 
according to the association’s charts. 


Business Failures Total 
Is Little Changed 


Slight change in the total number of 
commercial failures during the week 
ended June 21 as compared with the pre- 
ceding week was noted by the business 
reviews. R. G. Dun & Co. reported 487, 
against 489 a week ago, while Brad- 
street’s showed 466, against the previous 
report of 459. There has been little 
change in the number of failures for the 
past few weeks, but the total remains 
above the corresponding weeks for 1929. 
Dun & Co. reported 427 insolvencies in 
the same week a year ago, and Brad- 
street’s showed 374. Canadian failures 
showed a sharp decrease in the past week, 
according to Dun’s report, falling from 
52 to 37. 

The largest increase in number of de- 
faults appears to have taken place in the 
Western and Far Western regions, while 
the greatest decline occurred in the Mid- 
dle Atlantic section. 

A shift in the size of the businesses 
defaulting during the past week was 
noted by Bradstreet’s, with the report 
that in businesses employing up to $5,000 
capital the percentage of failures in- 
creased from 65.7 per cent to 71.2: per 
cent. The group using from $5,000 to 
$20,000 of capital decreased from 21.7 
to 17.8 per cent of the total. 
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Business Mortality Remains 
Much Above the Average 


The seasonal trend toward decline in 
the number of commercial failures in the 
United States continues, but the business 
mortality remains much above the aver- 
age, as reported by R. G. Dun & Co. 
Last month’s defaults at 2026 were at the 
lowest point of the present year, yet in 
no other June has the 2000 level been 
reached, says the review. The decrease 
from the 2179 insolvencies of May ap- 
proximated 7 per cent, but there was an 
increase of close to 15 per cent over the 
1767 failures of June, 1929. Moreover, 
the previous maximum for the month, es- 
tablished in 1928, was exceeded by 4 per 
cent. 

Despite the smaller number of defaults 
last month than in May the liabilities 
rose sharply to $63,130,762. That repre- 
sents the highest amount this year. Com- 
parison with the $31,374,761 of June, 
1929, shows a heavy expansion, and the 
latest total is the largest on record for 
the period. The indebtedness in recent 
months has been swelled by a number of 
insolvencies of exceptional size and the 
amount for the half year was unusually 
large, at $337,089,083, but was appre- 
ciably less than the $373,716,338 of 1922. 
For the corresponding six months of 
1929 the liabilities approximated $232,- 
000,000. : 

With the number of commercial de- 
faults in the United States remaining 
above 2000 in each month this year the 
aggregate for the half year was un- 
precedented at 13,771. The nearest ap- 
proach to that number was in 1922, when 
13,384 insolvencies were reported to R. 
G. Dun & Co. In the first half of 1929 
failures numbered 12,172, the current re- 
turns therefore showing an increase of 
some 13 per cent over those of the imme- 
diately preceding year. 

Bradstreet’s review also pointed out 
that there were fewer failures in June, 
but that the liabilities were higher, say- 
ing: “There were fewer failures in June 
than in the slightly longer month of 
May, but more than in June a year ago 
or than in June, 1927, the latter being the 
record June in number of failures. June 
of 1922, 1927 and 1928 were close to- 
gether in total number of failures. 

“Liabilities for June, swelled by a num- 
ber of bank suspensions, especially in 
Ohio and Florida, were the largest re- 
corded in June but have been exceeded 
by two other months of the past, nota- 
bly January, 1924, the latter year pro- 
lific in bank suspensions and October, 
1907, which also saw a heavy total of 
bank suspensions, particularly in New 
York City.” 

The review said that for the half year 
ended with June the total number of 
failures was 12,551, an increase of 18 per 
cent over a year ago and one-half of 1 
per cent in excess of the hitherto record 
year, as regards failures, of 1922. Lia- 
bilities for the six months totaled $483,- 
975,002, an increase of 60 per cent over 
the like period of last year and 9 per cent 
in excess of the hitherto record first half 
of 1924. 





U. S. Construction 
Shows Decrease in Sum 
Involved in Permits 


There was a decline of 9.42 per cent 
in the May total of construction permits, 
including alterations and repairs in 288 
cities, as reported to the Department of 
Labor, the total being $169,732,311, com- 
pared with $180,705,260 for April, 1930. 
By districts, there were slight gains in 
east north central, south central and 
Mountain and Pacific. The largest 
change was a decrease in the Middle 
Atlantic from $71,672,810 in April to 
$60,048,635 in May, 1930. 

In its analysis of its May tables the 
department mentions public and _ semi- 
public building aggregating nearly $12,- 
000,000. Chicago permits increased 
$5,000,000, including new factory build- 
ings to cost $4,000,000. Residential build- 
ing decreased for one month in five out 
of the seven districts, while alterations 
and repairs totaled $27,347,790 out of the 
aggregate expediture projected of $169,- 
732,311. 


Department Store Sales Regis- 
tered Decline In May 


Ranging from a gain of 15 per cent 
in Oakland, Cal., to a loss in Spokane 
of 22 per cent in May, and from 19 per 
cent gain and 17 per cent loss for the 
same cities from Jan. 1 to May 31, the 
department store sales for 269 cities, 
made public recently by the Federal Re- 
serve Board, indicated a curious position 
of business. 

Reports were obtained from 658 stores 
in widely scattered districts. Total sales 
for May were down 2 per cent, as com- 
pared to last year, for all reporting 
stores, while there was a drop of 3 per 
cent for the five months. 

Stores in the New York Federal Re- 
serve District showed the largest gain 
for the month and five-month period, 
with 5 and 2 per cent, respectively. St. 
Louis and Dallas dropped off 8 per cent 
for May, and the Chicago and Atlantic 
districts fell 8 per cent for the five 
months. 

The board listed approximately 200 
stores by departments, showing the same 
of commodities. These stores were es- 
timated to have $850,000,000 annual sales 
in the listed departments and $1,250,000,- 
000 in all departments. 

“More than 50 per cent of these sales 
are for about 40 stores located in six 
cities, Boston, New York, Pittsburgh, 
Detroit, Cleveland and Los Angeles,” the 
Board said. “In individual Federal Re- 
serve districts more than half of the 
reported sales are made by stores in the 
following cities: Boston, New York, 
Pittsburgh and Cleveland, Washington, 
Detroit and Milwaukee, St. Louis, Dal- 
las and Houston, and Los Angeles and 
San Francisco.” 





Just imagine the differ- 
ence in number of tack 
sales and profit per sale 
when your tacks stand 
on a counter or table in 
this attractive, colorful 
display box. And Baka- 
tax are rust resisting, san- 
itary, attractively blued, 
Your request, with job- 
ber’s name, will bring 


samples of Bakatax. 
Geo. Baker & Sons, Inc., 
Brockton, Mass. 


send for 
FREE 
SAMPLE 














WHAT’S YOUR 
SYSTEM? 


There are three ways 


: of conducting a busi- 
ness . . . by RULES 
by HUNCHES 


. and by FACTS. 
Rules change 
hunches go sour. . 
but FACTS, bitter and 
sweet alike, march on 
in a never ending, im- 
pregnable procession. 
Best march with them. 
You move faster and 
with more certainty. 
For over three-quar- 
ters of a century 
HARDWARE AGE 
has presented, week 
by week, the Facts of 
the Hardware Trade. 
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(Continued from page 27) 


Ask 
Us 
These 


Questions! 


with a smile. But in some stores it has proved a liabil- 
ity. Why? Because the lack of pleasant reception by 
the salesman was directly in discord with the feelings 
developed by the cheerful surroundings. 

The adoption of that color was not by “happenstance” ; 
there were definite reasons for its selection. Some of 
these I have shown you. And they told you where and 
how to use it. But are you so using it? Your as- 
sociation suggests a definite color, but I have seen it 
used by some members in all the way from chrome 


Do you sell retailers exclusively? medium to burnt orange. You are told where to use it. 


Yes. Not solid on fixtures and display tables but either to 
spot with or as a background for your displays. Do 
Have you ever sold chain stores? you follow instructions? I saw it used once even on 
No. the floor, and in another store the salesmen had smocks 
Have you ever sold mail-order i aeat 
houses? 
No. 
Do you believe in protecting the Auto Glass Department a 
retailer? . ; , 
ai Profitable Side Line 
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(Continued from page 35) 
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Do you expect to continue selling ¢ 
retailers exclusively? 


Yes. 


in an auto glass department a closely related and highly 
profitable adjunct. 
Either 3/16 or 7/32 thickness is best suited for auto 
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Have you ever sold your line 
under another brand name to 
chain stores or mail-order 
houses ? 


No. 


glass purposes and Solenberger’s express a preference 
for the thicker glass for the slight difference in cost. 
Crystal sheet is purchased for door glass, while polished 
plate is bought for windshields. The average door glass 
costs the customer from $3 to $5, according to size of 


course, while the average windshield glass costs the car 
owner in the neighborhood of $4. ~The prices given are 
installed. Very little loss is attributed to handling the 
glass in the store, and since the auto glass department 
occupies a basement location it makes a portion of the 
space usually only used for storage a very productive 
part of the store. As the customer pays for the left over 
pieces, remaining after the door glass or windshield has 
been cut from regular sized sheets, for which he is 
charged, there is no waste in the “remmants.” 


PASCO 


Tools and Cutlery 


When a “Dasco” salesman calls, be sure 
to see the whole line. It sells readily 
and pays good profits. 


DAMASCUS STEEL PRODUCTS 


CORP. 
Makers of High Grade Tools and Cutlery 
ROCKFORD, ILLINOIS, U. S. A. 


A caller remarked that he had just heard an excellent 
address. He said the speaker started with the following : 


To know what to do is wisdom. 
To know how to do it is skill. 
To do it is SERVICE. 


Branch Offices and Warehouses 


94 S. Broadway, Denver, Colorado 

328 Holladay Avenue, Portland, Oregon 
478 Tremont Street, Boston, Massachusetts 
149 Church Street, New York, New York 


‘ 
e 


Then he said he thought it was all good except the 
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8 r wt “eR 7 9 66 ” ‘ 
73 eS word “SERVICE. That word,” he remarked. “has 
%..0%s Neeee’ been overworked.” Who can fill in a better word? 
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Major Adam Garver is Honored for 
Fifty Years in Chain Industry 


Major Adam Garver, super- 
intendent of the York, Pa, 
plant of the American Chain 
Company, Inc., Bridgeport, 
Conn., was honored at a testi- 
monial dinner June 28 at 
Ralph’s, York, Pa., in celebra- 
tion of his completion of more 
than 50 years of service with 
the chain industry. Foremen 
and coworkers in York of 
Major Garver, numbering 115, 
attended the dinner. Lucien 
Peeling and his Harmonica 
Trio played for the diners. 

During the dinner, which 
was presided over by W. L. 
Brown, local manager of the 
American Chain organization, 
W. T. Morris, vice-president 
and general manager of the 
entire American Chain system, 
delivered an address. He ex- 
pressed the appreciation of the 
executives of the company for 
the long and faithful service of 
Major Garver. C. G. Williams, 
general operating manager, 
gave a talk in a similar vein, 
and there were talks by men of 
the local organization. 

Walter B. Lashar, president 
of the company, was unable to 
attend the meeting, but sent a 
telegram to Major Garver. 

During the meeting Major 
Garver was presented by Mr. 
Morris with a gold medal bear- 
ing an inscription as a token 
from the company. 

In 1876 Adam Garver started 
with the Keystone Chain Com- 
pany as an apprentice and con- 
tinued with this concern until 
1879, when the late John C. 
Schmidt, of York, formed a 
company for the purpose of 
manufacturing chain. From 
1879 to 1887 there were op- 
erating in York several small 
companies, including the Ness 
Chain Works, built on the lo- 
cation of mill No. 1 of the 
American Chain Company’s 
present plant. The pioneers of 
the chain industry of York and 
vicinity suffered from many 
misfortunes. Three of the 
plants were completely burned 
and rebuilt after a very short 
time and with considerable diffi- 
culty. 

In 1899 the Standard Chain 
Company was organized by 
John C. Schmidt, at which time 
all the plants at York were 
consolidated into this larger 
unit, which later became the 
institution now known as the 
American Chain Company, Inc. 
This consolidation of the 
Standard Chain Company not 
only included the York plants 
but a large number of plants 





outside of the city, and was at 
that time considered one of the 
leading corporations. 





MAJ. ADAM GARVER 


Major Garver’s career has 
been one of great interest. He 
advanced steadily from appren- 
ticeship to leadership in the 
company. His career has been 
one of uninterrupted service, 
with the exception of a period 
in 1898, when he answered the 
call of duty during the Spanish- 
American War. The major’s 
military activities have been 
comparable with his industrial 
life. He started as a private 
and rose steadily through the 
different offices up to, in 1908 
a major in the National Guard, 
a commission which he held 
actively for a period of five 
years, terminating in 1913. 

In 1902 he received his first 
foremanship with the Standard 
Chain Company, at which time 
he was located in a plant at 
Lemoyne, Pa., then under the 
management of J. Emory Seitz, 
now manager of Welded Chain 
Sales Division of the Ameri- 
can Chain Company, Inc. The 
life of the Lemoyne plant was 
short, and Major Garver was 
then transferred again to the 
Schmidt plant of the Standard 
Chain Company, serving as 
foreman in various departments 
until 1911, when the _ plant 
burned. After clearing up the 
wreckage from the old plant, 
he was transferred to the Elec- 
tric Weld plant, now known as 
the Princess Street plant of the 
American Chain Company, Inc., 
serving again as foreman in 
various departments until No- 
vember, 1914, when he received 
his commission as superinten- 
dent of all plants at that time, 
a position which he has filled 
continuously since that date. 
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No. BB 220 


GRIFFIN 


-—%- Ball Bearing ~~ 


BUTT HINGE 


Combines all the essential require- 
ments of a practical Ball Bear- 
ing Hinge. Designed to provide 
lasting service, wear and 
strength to match the- beauty and 
harmony of the modern building. 


FURNISHED IN ALL LEAD- 
ING HARDWARE FINISHES 


RIFFIN 


anufacturing (bimpany 
ERIE, PENNSYLVANIA > 








Branch Offices:- 


NEW YORK: 45 Warren Sr. BOSTON: 76 BaTTERYMAKCH 
CHICAGO: 555 W. RANDOLPH Sr. SAN FRANCISCO: 703 Market sv. 
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A Profitable Line of 
Eagle Padlocks for General 
Purpose Demand 


Cast brass case, nickel plated steel 
shackle — self locking — 2 corru- 
gated keys, 3 sizes as below. 


No. 04636—14” No. 04239—1),” 
No. 04638—21,” 


e ° 





The Eagle Quality Line 


Night Latches Front Door Sets Padlocks 
Cabinet Locks Store Door Sets Trunk Locks 
Wood Screws Stove Bolts 


E 


pice {eK co_ 
= 26 Warren Street New York, 


Branch Offices: ; 
177-179 N.FronklinSt. 114 Bedford St 
Chicogo, Il. Boston, Mas@ 


521 Commerce St. 
Philodelphia, Pa. 


Works ot Terryville, Conn. 













































Rome Urns 
and Percolators 


A new line of per- 
colators and urns is 
being offered by the 
Rome Mfg. Co., Rome, 
N. Y., a division of 
Revere Copper & Brass, 
Inc. The CE 9-7 and 
CE 9-9 percolators are 
solid copper models of 
seven and nine cup ca- 
pacity, respectively. 
Suggested retail selling 
prices are $8.25 and 
$8.75. Discount to 
dealers is 331/3 per 
cent for quantities less 





than six and for six or 
more the discount is 
35 per cent. It is 
equipped with pewter 
spout, rayon cord set 
and removable base plate. CEU 9-9 Urn is solid copper. Urns and 
percolators are offered in 110-120 and 115-125 voltages to operate on 
A.C. or D.C., both 350 watts. Urn has the same construction features 
as the percolator line, non-leaking spigot of brass forging and a clear, 
paneled heat proof glass top. The suggested retail seling price is 

















$10.59 each and the dealer discount is the same as on the percolator 


Autoradio B Battery 


French Battery Co., 20 North 
Wacker Drive, Chicago, Ill., is 

offering the trade the new Ray- O- 
Vac Autoradio B Battery,. No. 2305, 
said to be moisture, heat and cold 
proof. 

This new battery is particularly 
designed for use in radio sets, and 
automobiles. A special composition 
case incases this new battery. In- 
sulation is of such a grade as to re- 
sist short circuit as the result of rain 





and other weather conditions. Sug- 
gested retail price $3.00 each. Cost 
to dealer, in packages of 6, $2.10 
each, less than 6, $2.26 each 


Wakefield Modernistic Unit 


Wakefield modernistic units are offered 
in three types: chain suspension, semi-rigid 
stem suspension and ceiling type, each in ; 
three sizes for lamps ranging from 100.to peas * 
cms . sve 





500’ watts. The F. W. Wakefield Brass 
Co., Vermilion, Ohio, makes this fixture in 


eggshell bronze, with matt aluminum over- 
lay. The glassware carries harmonious buff- 
toned decoration on alternate facets. Screw- 
less holders of toggle type are provided 
with fabric gasket and screw collar locking 
device which renders them dustproof. List 
price on ceiling hanger and globe, 100-150 
watt size is $7.74. Cost to dealer less than 
dozen is $5.42 each, one standard package 
of one dozen is $4.64 each, two or more 
standard packages, $4.26 each. The 200 
watt size lists at $11.40. Cost to dealer 
less than dozen is $7.98 each, one standard 
package of one dozen is $6.84 each, two 
or more packages, $6.27 each. The 300 to 
500 watt size lists at $15.95 each. Cost. to 
dealer less than dozen is $11.17 each, one 
standard package of dozen is $9.57 each, 
two packages or more $8.77 each. Chain 
suspension units list at $9.79 each on 100- 
150 watt size. Cost to dealer less than 
package, $6.85 each, one standard package, $5.87 each, two or more 
packages, $5.38 each. List price on 200 watt size is $13.00 each. Cost 
to dealer on less than package is $9.10 each, one standard package, 
$7.80, two or more standard packages, $7.15 each. The 300-500 watt 
size lists at. $17.74 each. Cost to dealer less than package, $12.42 
each, standard package, $10.64, two or more packages, $9.76 each. 
These units are supplied with or without wiring connected, as desired. 
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Better Lighting For Hardware Stores 
(Continued from page 34) 


spaced 10 ft. apart. Therefore, the proper procedure 
for lighting a hardware store is: 


1. Determine the number of units, using about 10 ft. 
spacing between units and a distance from wall to 
units equal to one-half distance between units. 

. Determine floor area in square feet. 

3. Multiply floor area by watts per square feet (Use 
two for average store) to get total wattage re- 
quired. 

4. Divide total wattage by number of units to deter- 
mine size of lamp. 

Example: Refer to Fig. 1. 

1. Number of Units to be used—10. 

2. Floor area—48 ft. < 20 ft. = 960 sq. ft. 

3. Total wattage required—960 & 2 = 1920. 

4. Size of lamp—1920 + 10 = 192 or 200 watts. 


The interior lighting units can be wired on one, two, 
or three circuits to give greater flexibility just as in 
the show window, then toward evening it will not be 
necessary to burn all the units. 

Regardless of the type of lighting fixture used to 
light a store, a definite portion of the light is reflected 
from the walls and ceiling back into the room. If the 
walls and ceiling are light in color, more of this light 
is reflected and a better distribution of light is obtained 
through the room. Ceilings and walls painted white, 
cream, or light shades of‘ yellow are recommended for 
hardware stores. : 

Proper supervision of hardware store lighting will 
prevent dinginess and will help to increase sales. For 
this reason, hardware dealers should see that their own 
stores are well lighted according to standard recom- 
mendations. 
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Mr. Harris Sees How Paint Is Made 
(Continued from page 29) 


room you see ahead of you, where it is ground in high 
speed disintegrating grinding mills.” 

They entered the room and Mr. Harris paused to ex- 
amine the huge mills where the pigments were being 
ground to extreme fineness. 

“Here you see,” Mr. Wagner continued, “how one 
of the important ingredients of all paint, the pigment, is 
made. The other parts of paint, the vehicle, the thinner 
and the drier, are just as important, but perhaps less 
interesting.” 

“What makes up these parts?” asked the hardware 
dealer, as they strolled out of the grinding room. 

“Of course, you know that white lead, zinc oxide and 
lithopone, along with certain earth colors, are the com- 
mon pigments. The vehicle is a drying oil that holds the 
pigment together and to the surface. Linseed oil is gen- 
erally preferred because it is inexpensive and generally 











A New Standard 


in low-priced mowers 





Blair helps you meet 
low-priced competition 


Don’t let a lot of customers walk out of 
your store just because you haven’t a 
low-priced line of mowers to suit them. 
They’re not only going to take lawn 
mower trade across the street but a lot 
of other business as well— 


—That’s why — 


Blair has set a new standard for low- 
priced mowers—produced a new line 
which will help you meet low-priced 
competition. And—every mower has 
the exclusive Blair Drawcut principle— 
every mower is guaranteed. 


— Yet— 


having a Blair to offer at a low price 
will bring more sales on Blair high- 
grade mowers—the Hercules, Pilgrim, 
Automatics, Universals—for Blair is 
known for quality the country over. 


Write today for details and prices. 


BLAIR MANUFACTURING COMPANY 


Est. 1879 
Springfield, Massachusetts 





SEAR Drawcut 
LAWN MOWERS 
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Meeting the & 


Big Demand 


fora heavy duty door closer 


to sell at a popular price 


ERE is a year-round profit maker with a 

virtually unlimited market—the Everedy 
Silent, Sr., Door Closer. It’s the only double 
spring door closer on the market. 


Powerful, united action of the jamb spring and 
cylinder spring assures positive closing of house 
entrance doors, storm doors, and most doors in 
office, factory and mercantile buildings. 


Silent, Sr., has the patented Everedy valve 
which permits easy adjustment of the closing 
speed by a simple twist of the cylinder. A new 
spring brass washer spreader results in uniform 
plunger action and longer wear. And a new latch- 
ing feature assures positive closing of the latch. 


Cash in on the big market for this low-priced, 
heavy-duty closer. Order Silent, Sr., Door Clos- 
ers from your jobber today. Or let us send you 
full information about the profit possibilities of 
the Silent, Sr., and about free demonstration 
mounts, window posters, etc., to help increase 
your sales. Write now! 


Everedy products are sold by leading jobbers everywhere 


The KVEREDY Co. 


FREDERICK MARYLAND 


Also Manufacturers of Everedy Silent, Jr., Screen Door Closers, 
Everedy Adjustable Screen Door Grilles, Bottle Cappers, 
Syphon Filters, Strainer Sets, etc. 
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This poster on your window means more sales in your store. 


| after the cans had been packed into them. 





satisfactory. Turpentine, benzine and mineral spirits 
are thinners, which make the paint penetrate and flow 
freely.” 

By the time Mr. Wagner had finished this explanation 
they had reached the huge room where the mixing tanks 
stood. There Mr. Harris saw the raw material of paint 
being put into large tanks, where the mixture was thor- 
oughly agitated. The contents were then drained to the 
floor below. The two men descended to follow the 
process. 

Here the, grinding and tinting mills received the mix- 
ture from the mixing vats. 

“What happens here?” asked Mr. Harris, somewhat 
bewildered by the complicated machinery. 

“The correct shades are obtained and the mixture is 
properly ground, several times if necessary. Then it is 
drained to the filling tanks. I think you will enjoy 
watching the process that goes on there. Let’s go down.” 

And Mr. Wagner guided his companion to the filling 
room, which contained the filling tanks of the paint and 
enamel products. 

Mr. Harris saw each workman busy at his own par- 
ticular task, and doing it so efficiently that there were 


no errors to delay the work. Here, he had pointed out 


| to him, the latest and most intricate machines used in 


the manufacture of paint products—automatic filling 
machines, which would fill a can of any size merely by 
pushing a button. The cans were automatically labeled 
and even the lids on the cases automatically nailed down 
As they 
strolled toward the executive offices they passed through 
the show card color department, where show card colors 
are prepared and labeled. Mr. Harris paused for a few 
moments to watch the process, which seemed to fasci- 
nate him greatly. 

“Would you like to see where the varnish, which we 
use as a vehicle in the manufacture of our enamels is 


| made?” asked Mr. Wagner. 


Mr. Harris declined, as he had previously visited a 
factory devoted exclusively to the manufacture of var- 
nish. : 

“But don’t paint manufacturers have laboratories 
where they test their products? I should think that a 


| paint laboratory would be very interesting,” said Mr. 


| Harris, looking expectantly at his guide. 


He was rewarded with an “Of course we have a labo- 


| ratory, and we'll go to see it at once.” So they went up 








to the top floor. There Mr. Harris was introduced to 
the head research chemist and told how samples were 
matched, raw products analyzed and the finished prod- 
ucts tested. The laboratory represented’ a miniature 
paint factory, so that every step of paint manufacture 
could be reproduced. 

But the laboratory did not end with the top floor, for 
Mr. Harris and the chemist ascended to the roof, where 
paint samples were being tested for their endurance 
when exposed to the natural conditions of wind, sun and 
rain. 

“Here is where we find out if our paint is better than 
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our competitors and why,” explained the chemist. “Fre- 
quently it takes us a number of years to complete an 
experiment, because time is what tells in consideration 
of paint qualities.” 

Mr. Harris rejoined Mr. Wagner in the laboratory 
and after thanking the chemist for his information re- 
turned to the manager’s offices, where he told the man- 
ager how interesting he had found the factory and how 
helpful Mr. Wagner had been in explaining the proc- 
esses to him. 

“T know I can sell paint a lot more intelligently now 
that I’ve seen its. whys and wherefores,” announced Mr. 
Harris as he departed. 


What a Denver Druggist Told 
Hardware Men 


(Continued from page 26) 





department store to buy a straw hat last summer, and 
I fooled around and finally found a hat that I liked. 
$4.95 was the price. A clerk came along and said, 
“That is a nice straw hat, Mr. Davis,” and I said, “I 
like it.” But the clerk said, “This is also a nice straw 
hat. How do you like it?” I said, “How much is that 
one?” He said, “That is $6.00.” I took the two and 
looked at them to see the difference between them. And 
I asked the clerk what the difference was between them, 
and he looked at them and said, “Let’s see, this is $4.95, 
and this is $6.00—a dollar and five cents.” 


Now, salesmanship is getting the customer to see 
your viewpoint of an item. If you are not sold on the 
merchandise, your customer is not going to buy—he is 
going to get your viewpoint and is not going to buy 
the article. If you are sold on an item, you get the 
customer to see your viewpoint, and he is going to buy 
it because he sees he needs it. If you are selling a 
mattress, don’t sell the mattress, but sell the rest that 
the mattress will give. If you don’t believe that is true, 
refer to the Bible of salesmanship—Montgomery Ward’s 
catalog. Look on page 20. You all have these. Don’t 
look so scared, you have all seen these before. Turn 
to page ZO, and I will swear when you read the descrip- 
tion of the mattress there, you won’t read any detailed 
description of the mattress, but you will read about the 
restful features which this mattress provides, after you 
have worked hard all day, and you flop down on one 
and you sleep—you are ready to get up in the morning 
and hit the ball hard. You will be a better man in your 
own business if you sleep on this mattress. They sell 
the rest that the mattress is going to give you. 


Ever Think of This One? 


If you are selling screens, don’t sell screens. Sell 
the ability of that screen to make the house more pleas- 
ant and comfortable. You are going to keep the flies 
out, and the fly has a little disease on it. Elaborate and 
sell the idea in back of each item instead of the item 
itself. In other words, paint the picture. Now, the 
steps in selling are just the same as the functions of a 





STANDARD 
For 75 Years 


ILLEY 


LADDERS 




















SAFE 


STURDY 


are not ordinary 
ladders. They are 
unusually well de- 
signed to place the 
strength where the 
stresses and 
strains come and 
for easy handling. 


They are well built 
and tightly fitted 
to give rigidity 
and durability. A 
complete line for 
all purposes. 


Extension Ladders 
Straight Ladders 
Step Ladders 
Orchard Ladders 
Window Cleaner’s 
Ladders 
Trestles 
Extension Trestles 
Extension Planks 
Toothpick Stages 
Swing Stage 
Platforms 
Scaffolding 
Interior 
Scaffolding 
Adjustable Jacks 
Etc. 


RELIABLE 


(Write for illustrated catalogue and prices) 


THE JOHN S. TILLEY LADDER CO. 


Watervliet, New York 
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window display. To attract attention. Sometimes it ‘is 
pretty hard to attract attention. We had a new sales- 
man on the road not long ago, and he told me he was 
having a great deal of trouble with a customer. He 
could never get his attention. He was always running 
off to one side, and our salesman could never pin him 
down long enough to talk to him. The salesman told me 
that the customer did not even know what his name 
was, and that he had called on him for three months. I 
said, “The next time you come in this man’s store, wait 
until he is looking at you, and throw your sample case 
through the glass front of one of his show cases, and 
you will get his attention.” And he did. The fellow 
came roaring at him like a bear. 

It only cost $5.00 to put in a new glass, but every time 
that salesman entered the store after that, he got the 
personal attention of the man to whom he was selling 
goods. This man was afraid he would do it again. Do 
something to attract the attention of your customers. 
A little stunt that is good, if you are selling an article 
that won’t break, and the customer is not paying atten- 
tion, just drop it. The article will hit the floor, and the 
customer will jump and start to pick it up. Then it is 
in his hands. You have attracted his attention. You 
have to arouse his interest in order to demonstrate the 
item. 

As an example of demonstration, not long ago we 
had a new grade of rubber tubing in the store. I was 
out with one of the salesmen, and this rubber tubing 
would stretch from here to there, and back again. We 


got in the habit of standing in the front door of a 
store and stretching it to the back of the store, and it 
worked fine in a lot of stores, until we came to a store 
that was a bit longer than usual, and the rubber tubing 
broke. But we demonstrated how far it would stretch. 
It was only four feet long to start with, and we stretched 
it about forty feet in our demonstration. 


They Sell Differently Now 


Did you ever notice the way people sell automobiles 
nowadays? They used to say, “This is a nice car,” and 
they would*show you the engine and all of that. They | 
do not do that any more. They show you the beautiful 
upholstery in the car, they let you get in and sit in the 
driver’s seat, and if you show eriough interest, they say, 
“Take the car out and dtive it around.” Years ago a 
salesman would go out with you and drive the car. He 
would not let you get under the wheel and give the 
car the gas and see how it feels. No. He did all of 
that. Now, they say, “Go ahead, Jim, take it out and 
drive it for two or three days and see how you like it.” 
They are creating a desire that way, are they not? Do 
the same with your merchandise that you have to sell. 
Create the desire and then you get the action. You get 
the name on the dotted line, and you hear the merry 
old tinkle of the cash register. Paint the picture; tell 
them about the item; arouse their interest ; create desire. 
And if you do it right, they-are bound to fall, and you 


will make the sale. 
(Continued on page 72) 
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HALF TONES; LINE CUTS, COLOR PLATES 


in process, or Ben Day methods. 














We have a staff of artists, capable of handling your 
catalog problems, or any subjects you 
desire.to-have. illustrated. 


231-239 West 39th Street, New York 
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a “Self-starting” 
doors 


-ALLITH equipped doors open with almost no 
effort at all. 











They are as great an improvement 
over ordinary doors as the self starter was over 
the hand crank. Doors that stick, balk or jamb 
belong to a past era—when broken arms and 
ruffed tempers, sustained while cranking the 
old bus, headed the list of casualties of the 
day. ALLITH hangers are as smooth run- 
ning, as unfailingly reliable, as much a 
genuine pleasure as the finest product of 
today’s automobile engineering. 





The demand for ALLITH superior 
equipment is increasing by leaps and 
bounds. Women, who are driving as 
much as their husbands, insist on 
doors that operate easily. A great 

: number of garages are being remod- 
Under eled and new ones built, to accom- 
modate the two and three car 
Ne ‘ cake Mi ili r families of today—a new and profit- 

verasqu j ions Oo able market for ALLITH dealers. 

nor a groan peeaaee 


are more and more 
being included as a part of the 
comes from the ootsteps ee 





house. Built adjoining or in 
h d d fl the basement their closeness to 
ardwood floor living quarters makes it im- 
that is fastened with Reading Cut Flooring perative that only the finest 
ms and best equipment be used. 
Nails. Even under millions of footsteps dismdedilithisisinns 
the boards will not loosen. Reading Cut can profit from this trend 
F . ° a ane toward better equipment 
Nails, with their greater gripping power, till aa. tek ania sian 
stay tight—until the floor itself is worn out! 2 toe 
sma 
. P - builder as well. ALL- 
Reading Cut Flooring Nails are espe- ITH is built to please 
cially desirable for fine flooring jobs, ps gaelic vid 
where a lastingly smooth and beautiful the reach of all. 
surface is the aim. Our illustrated catalog 


Get dealer facts 
today. 


gives valuable information about Reading 


Cut Nails—send for it today. ALLITH-PROUTY COMPANY 


Danville 


Illinois 
READING IRON COMPANY 


Manufacturers of 
Garage Door Hardware Fire Door Hardware 
Reading, Pennsylvania Rolling Ladders Overhead Carriers 
Te ‘ 3 Spring Hinges Door Hangers 

Atlanta Cincinnati Pittsburgh Seattle Airport Door Hardware Malleable tron Washers 
Baltimore Detroit Cleveland Philadelphia Industrial Door Hardware Stadium Seat Brackets 
Boston Houston St. Louis New Orleans 

Buffalo Los Angeles Tulsa 


Kansas City 
Chicago New York 


Certified Malleable Iron Castings 
Manufacturers of the finest line of Airport and Garage Door Hardware 


arAvS Allith 


San Francisco 
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Many a man is 
like atack ... 


Why? — useful if headed in 
the right direction—but ca- 
pable of going only as far 
as his head will let him. 

























Customers will use their 

heads to come back to your 
store if you carry Atlas 
Tacks and Small Nails. 


They will remember these 
clean cut, serviceable items 
.-- available in both quality 
and price range. Ask your 
jobber for them by name. 


ATLAS TACK 
CORPORATION 


FAIRHAVEN, MASS. ST. LOUIS, MO. 








NEED HELP? 


A man who didn’t know how to swim 
fell overboard, but he knew how to 
ADVERTISE and kept shouting 
“Help Wanted!” 


Some one heard him and he was 
rescued. 


Those who cry “Help Wanted!” in 
Hardware Age, the authoritative na- 
tional hardware paper, are heard all 
over the country. 


HARDWARE AGE 


Classified Opportunity Dept. 
239 W. 39th St. New York 

















What a Denver Druggist Told 
Hardware Men 


(Continued from page 70) 


Now, I referred a moment ago to the Bible of sales- 
manship. I just want to read you one thing here. This 
has to do with a hammer. You see if this is not a good 
hammer when I get through. Reading this description 
from Montgomery Ward’s catalog: “Forged from elec- 
tric tool steel; full polished head; also polished claws; 
white hickory handle; size 114 ; 16 ounce head. Shipping 
weight, 1 pound, 12 ounces.” You have not seen a 
picture of the hammer, but don’t you know just what 
it is like now? Can any of you men describe a hammer 
half as well, even if you have it in your hand looking 
at it? Could you tell whether it has a hickory handle 
or not? Your customers would like to know. Tell them 
all you know about that item. 

Now, remember this, that you have two kinds of 
competition. Each member of this association is a com- 
petitor of the other. You are competitors because you 
are all in the same line of business, but you have got 
other competitors that are far greater, take more money 
out of your till than the man sitting next to you does. 
You have your hardware competitor, whom we might 
term a direct competitor, and you have, on the other 
side, this vast business of other concerns that we will 
term indirect competitors. The consumer has a dollar. 
The druggist tries to get his proportion of that dollar, 
and in the city of Denver he gets 4.37 per cent of it. 
He is striving to get five cents instead of a little over 
four and a third cents; he is striving to get five cents 
of that dollar. You get a little over one cent of that 


dollar, and you are striving to get more. You are in- 
direct competitors. 
The men that sell automobiles, sell radios, sell 


frigidaires, and sell everything else, clothing, and every 
other line of business—they are indirect competitors of 
yours. They are trying to get a larger proportion of 
this consumer’s dollar. What are you going to do to get 
more’than 1.15 per cent of it? Work together in this 
association. That is the answer. Work together as a 
unit. Also realize that the manufacturers and the whole- 
salers out here want to help you wherever they possibly 
can. And I feel sure that you will concentrate your 
buying from the man who is capable of serving you, 
and you will be surprised at the number of ways in 
which he can help you. Just remember this: That you 
are placed here on this earth for one reason, to help 
other people. You have to live, yourself, also. I don’t 
mean to give everything away that people want in your 
store, but you must serve your community. You must 
be their purchasing agent for their requirements in 
your line, and let them know that you occupy that posi- 
tion. Be glad that you are alive, and put a little pep 
in your work. Don’t have only 58 per cent of your 
employees selling merchandise and the rest unpacking it 
and dusting it. Put some joy and pep in it. Have a 
goal, and strive for something. Set a quota this year 
on your sales. Set a quota this year on your net profits, 
and remember that sales are not everything. Remember 
you are after profits in the long run. Have a goal. 
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Solving the Old Car Problem 


(Continued from page 37) 


quickly stripped and tossed into a waiting cart to be 
sold as old rubber. The rims join others for use as 
furnace scrap. 

Horns are salvaged. Likewise hubcaps for aluminum, 
ignition wire for copper, oil cups for brass, bushings 
for bronze and other bearings for babbitt. All metals 
are kept separated by depositing each kind in steel 
barrels. 

As the conveyor-propelled and now all but dismantled 
cars reach a station near the end of the salvage line, men 
with oxygen torches burn the motors loose from the 
frames. Overhead compressed air hoists are attached 
to the motors and they are swung to a washer. This 
bath of boiling water and soda ash expels them from 
the opposite end free from grease and dirt. Meanwhile, 
what is left of the cars continues on the conveyor into a 
22-ton press, which crushes them as one woyld demolish 
so many match boxes. The remains are then trans- 
ferred to the third conveyor, which carries them to the 
furnace doors. 

All model T engines are conveyed past the washing 
machine to a group of specially designed presses. These 
segregate the parts for remelting, according to the metal 
each contains. As the salvage line serves as an an- 
tithesis to an assembly line, the multiple screw presses 
here used operate in reverse. Two, similar to the many 
that once tightened model T bolts, work in an opposite 
direction and so unseat bolts, six at a time, from the 
face of the transmission on flywheels. Other presses 
drive the shaft out of the transmission, strip the bush- 
ing from the shaft and take the bronze bushings from 
the clutch. Another forces the bushings out of the 
drums and gears and another press removes the wrist 
pin and bronze bushings from the piston. 


A $50,000 Retail Paint Volume 


(Continued from page 39) 


was learned, applied the first coat at 10 o’clock one 
morning and applied the second coat at 3 o'clock the 
same afternoon. Needless to say, the first coat was not 
dry when the second coat was applied, as only five hours 
had elapsed in the meantime. As a result, the top coat 
was dry but the under coat was “tacky” and green, as 
it did not have ample time to dry thoroughly before the 
second coat, which excluded the air, was applied over it. 
An occasional incident of this sort is difficult to avoid, 
but when they do develop the store is quick to investi- 
gate the merits of every complaint. 

Mr. Trent estimates that nearly 90 per cent of the 
paint sales are influenced by women. Therefore, the 
feminine patrons of the paint department are accorded 
the utmost deference and extremely courteous and cor- 
dial treatment. “On every house painting job,” said 
Mr. Trent, “women have the last word to say about the 
color scheme or trim.” 


























DIAMONDS 


The Wrench that everyone likes— 
adjustable sturdy jaws—handle that fits 
the grip—its uses are unnumbered—its 
failures unknown. 

Diamond Adjustable Wrenches were 
originally designed for the expert me- 
chanic and are now used by everyone. 
Popular, practical; profitable for you, 
Mr. Dealer. 


Write for information. 


Diamond Calk Horseshoe Co. 
4622 Grand Avenue, Duluth, Minn. 

































































The Wolves of Lenox— 
How their name spread the width 
and breadth of land. In a fear- 
some chorus of barks and sav- 
agely snapping jaws they broke 
from the Highland forests of old 
Scotland and rushed with the 
speed of the wind down thru 
pastured flocks. Nothing stood 
before that super strength, speed 
and clean cutting teeth—when 
the wolves of Lenox were on the 
job' 
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Popularity That 
Insures Greater 


Hack Saw Profits! 


Popularity that has 
spread to every corner 
of the land—a demand 
for ‘the tools in the 
plaid box’’-—from shops 
and men to whom hack 
saw blades of super- 
strong, quick cutting 
and long lasting quali- 
ties are essential. 
Stock up on Wolves of 
Lenox. Watch your prof- 
its shoot up too. Our 
special sales plan will 
help you get these blades 
started in your territory. 
Write for particulars to- 
day. 
The tools in the Plaid box 


American Saw & 
Mfg. Co. 
Springfield 
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Where this small 
case is displayed, 
showing the new 
window-front col- 
ored packets of 


Moore 


Push-Pins 


Sales are the Result 


For the counter or side table this Style “G” 
Assortment is a quick profit earner. Con- 
tains 48 10c packets. Your Jobber has them. 


+ 
Constantly Advertised 


MOORE PUSH-PIN COMPANY 
Wayne Junction Philadelphia 


















Star Flexible Back Band Saw 


After forty-seven years of manufacturing exclusively Star hack saw 
blades, Clemson Bros., Inc., Middletown, N. Y., recently introduced to 
the metal cutting industry, the new Star flexible back band saw. These 
saws are made from a carbon steel, with the addition of manganese 
and silicon, producing uniform quality steel. They are made from 3/16 





to Y2 inch in width in the .025 gage or 23 gage % and % inch in 
width in the .032 or 20 gage. In ordering these saws the type of 
material to be cut should be specified to enable manufacturer or 
wholesale distr§utor to supply that particular band saw which will 
give the most uniform and efficient service. Dealer's discounts in bands 
are 1 to 5, 25%, 6-47, 30%, 48 to 95, 35%, over 96, 40% from list. 
Discounts in coils less than 500 feet 35% and for 500 feet or over 
40% from list. 


Coleman Electrical Appliances 


The Coleman Lamp & Stove 
Company, Wichita, Kan., has 
recently added a complete 
new line of electrical appli- 
ances for the household; in- 
cluding coffee makers, irons, 
urn sets, toast ovens, hot 
plates and waffle makers 
The *No. 52 Kitchenette De- 
sign Hot Plate is of chrom- 
ium finish and weighs packed 
for shipping, 10% Ibs. Cost to dealer is $8.00 and suggested retail 
selling price is $13.50 each. It is equipped with 2 switches. Left unit 
has 3 heats; 900, 450 and 225 watts; while right unit has one heat, 
400 watts. Black enameled model No. 5] has single switch dividing 
current between units, giving 1,000, 500 or 250 watt heats. It is 
equipped with nickel plated legs. Both models may be used from any 
appliance outlet, 110-120 volts, A.C. or D.C., and are equipped with 
extra large heating units (636 inch) and high grade felted asbestos 
covered cord. Both models measure 184%4x10x6 inches. No. 51 sells 
to the dealer for $4.50 and suggested retail price is $7.50. Weight is 
10% Ibs. packed for shipping. 


Robbins & Myers Biddy 














Biddy is the name of the electric house- 
hold servant for extracting juices from fruit, 
mixing drinks, beating eggs, whipping cream, 
mixing mayonnaise and other salad dressinigs 
Robbins G Myers, Inc., Springfield, Ohio, 
manufactures this appliance to sell for the 
suggested retail price of $14.95, with cord, 
attachment plug, bracket, glass, mixing and 
extracting attachments, and scréws for at- 
taching its bracket to the wall. Its RGM 
motor spins at the rate of 10,000 r.p.m. and 
the reamer turns at the rate of 350 r.pm 
Biddy weighs 6 pounds, is 
14 inches in length and may 
be stored in cupboard 
drawer, when not in use. 
Juice reamer and bowl are 
made of aluminum, with 
stirring and heating device, nickel plated. Other parts are finished in 
lacquer. Biddy operates on any circuit from 100 to 120 volts, D.C. or 
A.C. It may be cleaned under hot water faucet or by dipping. 
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Jumbo Model Floor Machine 


The Fay Company, 
11 E. 31st St., New 
York City, recently 
brought out a Jumbo 
model of the Fay 
Electric floor ma- 
chine, equipped with 
spiral bevel gears and 
ball bearings. It is 
particularly suited for 
operation on floors in 
hotels and other large 
floor areas, as it re- 
finishes, sandpapers, 
waxes and polishes, 
scrubs and _ cleans 
floors. This model 
weighs 120 Ibs., is 
equipped with 
brushes 14 inches in 
diameter and a one- 
half horsepower 
motor, operated 
quietly through use 
of oversize gears. 
Attachments fur - 
nished include: bas- 
sine fibre and steel 
wire scrubbing brush, 
Tampico polishing 
brush, polishing pad 
and holder, sandpaper 
disc, steel wire refinishing brushes and a Carborundum disc. A smaller 
machine is also made by the concern. The Jumbo model illustrated is 
made to sell for the suggested retail selling price of $220. 


Canton Crack Filler 


Canton Crack Filler, a new mineral crack filler, 
has recently been introduced by the Addison- 
Leslie Co,, Canton, Mass. It is intended for use 
in quickly and economically preparing smooth 
4 surfaces, and will take paint, varnish or stain with 
CANTON the same finish as the surrounding wood. Plastic 


CRACK 


Wood, made by the same concern is for perma- 
QL nent wood finish while the new product is for 
quicker work. Canton Crack Filler is a powder 
; if for mixing with water, to be applied like paste or 
| the Bess tang |’ .Plaster. Packages for retail distribution and the 

Next To Wood 4 suggested prices are: | lb. 30c., 2 Ibs. 50c., 5 Ibs. 
okie $1.00 and 35 Ib. drums, $6.00. Discount to dealers 
is 33 1/3%. An introductory offer is made until 
September 1, of one can free to each retailer with 
each dozen cans of |, 2 and 5 |b. weight ordered. 











Sunbeam Dryer and Heater 


In the new Sunbeam 
dryer and heater the 
Chicago Flexible Shaft 
Co., Roosevelt Road and 
Central Ave., Chicago, 
Ill., offers an electrical 
appliance with a wide 
range of uses. It may 
be used for drying the 
hair after a shampoo or 
for setting a water wave, 
for taking the chill off 
a room, for heat treat- 
ment of sprains, rheu- 
matism, earache, etc. 
The bell-shaped reflec- 
tor can be set at any 
angle directing the heat 
rays as desired. Handle 
and base are heat proof and are always cool. It weighs less than four 
pounas, is less than nine inches in height and sells to dealers for $4.33. 
Suggested retail selling price is $6.50. On six or more pieces discount 


is 30-10%. 























CORA | 


Wood Screws 

Drive Screws 

Coach Screws 

Machine Screws 

Set Screws 

Cap Screws 

Saw Screws 

Thumb Screws 

Hand Rail Screws 

Special Automatic Screw 
Machine Products 

Stove Bolts 

Tire Bolts 

Agricultural Bolts 

Sink Bolts 

Hanger Bolts 

Machine Screw Nuts 

Stove and Tire Bolt Nuts 

Semi-Finished Nuts 

Castellated Nuts 

S.A.E. Nuts 

Jack Chain 

Plumber’s Chain 

Register Chain 

Safety Chain 

Furnace Chain 

Ladder Chain 

Sash Chain 

Escutcheon Pins ; . 

Speedometers = 


The CORBIN SCREW CORPORATION 
The American Hardware Corp., Successor 
NEW BRITAIN, CONN. 
Warehouses—New York, Chicago, Philadelphia 
Western Factory—Dayton, Ohio 
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Be MOST PRACTICAL 


| FLASHLIGHT] 


A counter pispLay 
of Ray-O-Vac Flash- 
lights is a dollar-pul- 
ler; your customers 
see the Ray-O-Vac 
advertising in na- 
tional magazines, and when they come into 
your store the display helps you complete the 
sale. Keep your Ray-O-Vacs well displayed, 
and they'll keep your cash-register jingling. 
Why not check over your stock today and 
drop a postal card order to your jobber? 


FRENCH BATTERY COMPANY 
MADISON, WISCONSIN 
General Sales Office: 20 North Wacker Drive, Chicago 





Radio"'A”,""B”,and"'C”’ Batteries, Autoradio and Aircraft Batteries, Ignition, 
Telephone, and Flashlight Batteries; Ray-O-Vac Rotomatic and Standard 
Flashlights; Ray-O-Vac Licensed Radio Tubes. 
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Styles and 





sizes for 
every purpose. 


THE WITT CORNICE CO. 


2114 Winchell Ave. 


Meet the growing de- 
mand for better, long- 
life cans and pails. 
Guaranteed to outlast 3 
to 5 of the ordinary 
kind. Write for new § 
catalog of complete 
WITT Line. 


Cincinnati, Ohio 

















The Heavy Duty Wrench 


For steady use under extreme conditions, 
the COES Steel-Handle Wrench has never 
been beaten. 
Made strong to last long. Sizes 6” to 21”. 


Ask your jobber. 


BEMIS & CALL CO. 
Springfield Mass. 

















Showing Window 
Gisses. \ 
“Quality Hardware Since 1876” 


Menafesturers of 


Window and Door Specialties 
Tue H. B. Ives Co. 


New Haven, Conn., U. S. A. 


“TIVES” Patent Ventilating Lock 


bof 


Baowing Window 


Opea. 











Hardware Age, 


Stop i 
We will be glad to help you 


with your sales problems. 


239 W. 39th St., 
New York City 











New Catalogs and 
Dealers’ Helps 


Available from Manufacturers 


(Continued from page 44) 


Standard Préssed Steel Co. 
Unbrako Screw Bulletin 


An attractive 12-page booklet 
has been published on “Un- 
brako” and Miscellaneous Screw 
Data by Standard Pressed Steel 
Co., Jenkintown, Pa. It shows 
the Unbrako hollow set screw 
being tested under a strain of 


5% tons. This screw is un- 
breakable. In addition to illus- 
trations and descriptions of 


members of the line there are 
tables of dimensions, list prices, 
weights, sizes, quantities in 
packages and information as to 
bolts, socket head pipe plugs 
and wrenches made by the com- 
pany. In the back of this at- 
tractive booklet there are data 
as to classification of screw 
thread fits and other useful in- 
formation. Other items made 
by the company, such as wagon 
trucks, chairs, etc., are illus- 
trated in the back of the cata- 
log. 


Fairy Children’s Vehicles 
Described in Catalog 


The Colson Company, Elyria, 
Ohio, has recently issued catalog 
No. AB 110 showing the Fairy 
line of children’s vehicles, as 
well as some of the other types 
of vehicles, including bicycles, 


- tricycles, velocipedes, baby bikes, 


speed bikes, racers, hand cars, 
scooters, flyers and motor bikes. 
These models are shown in 
colors. Weights, specifications, 
finishes, equipment and _ other 
points are enumerated in the 
catalog» In the back of the 
catalog is the “suggestion box,” 
showing mats available to 
dealers, upon request. The com- 
pany also manufactures a line 
of wheel chairs, cripple machines 
and equipment. 





Horton Mfg. Co. Offers 
60th Anniversary Catalog 


In commemoration of its 60th 
anniversary, which occurred re- 
cently, Horton Manufacturing 
Company, Fort Wayne, Ind., is- 
sued a very attractive catalog 
on the line of washers and 
ironers which it produces. 0- 
All ironers are featured as are 








Perfect 36 washers. The washer 
is illustrated, showing one of 
the very attractive and distinc- 
tive color combinations in which 
it is available. The catalog 
points out that the company 
pioneered the first mechanical 
washer fifty-nine years ago. 
Three distinctive features of the 
Perfect 36 model are illustrated 
and described in the back of the 
booklet: three wing cast alumi- 
num agitator, improved sealed 
mechanism, and _ self-draining 
bottom. 





From Trigger To Target 
Issued For All Shooters 


An illustrated 24-page book- 
let “published by The Peters 
Cartridge Co., Cincinnati, Ohio, 
under the title, “From Trigger 
to Target” is available to any- 
one interested in having a copy. 
Spark photographs show how 
bullets and shot act while in 
the process of firing through 
the air. Expanding bullets are 
shown passing through paraffin, 
and even sound waves are shown. 
The various types of cartridges, 
bullets and shells made by the 
concern are described in this 
booklet. 





Continental Screen Co. 
Offers’ Catalog Page 


Continental Screen Co., De- 
troit, Mich. offers wholesale dis- 
tributors a page in colors, for 
inclusion in jobbers’ catalogs. It 
shows the Continental Window 
Ventilators, with wood frame 
and metal center and indicates 
the sizes in which it is available. 





Adams Bros. Issues 
Radiant Heater Catalog 


The 1930 edition of the 
Adams radiant heater catalog is 
now available. Adams Bros. 
Mfg. Co. 1500 North Ave. 
West, Pittsburgh, Pa., offers 
this catalog in colors to dealers. 
Adams gas and electric heaters 
are described and _ illustrated. 
Information as to their size, 
weight, price, finish, color and 
other features are included. 
Terms of sale on these items 
are indicated in the back of the 
booklet. 
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FORSTNER 
Labor Saving 


AUGER BIT 






Bores Any Arc 


of a Circle Many 


New Uses 


Forstner Auger Bit, un- 








The 
like other bits, is guided by its 
circular rim instead of its center, 
consequently it will bore any arc of 
a circle, and can be guided in any 
direction regardless of grain or knots, 
leaving a true polished surface. Takes 
the place of a chisel, gouge, scroll-saw, or 
lathe tool combined. ‘or core boxes, 
™ and delicate patterns, veneers, screen work, 
pooivaing, fancy scroll twist columns, newels, 
ribbon oe | and mortising. 
Send for Catalogue. 


The PROGRESSIVE MFG. CO. 


TORRINGTON, CONN. 








SEAMLESS TUBING— 


Lengths and Coils 


Dehydrated Tubing for Refrigeration Use. 
“Extra Heavy” Tube for Oil Burner 
Installation 


Immediate delivery. Send for prices. 




















OWT RK 
TOLEDO 


Folding Steel 


HORSE 


—a sure-fire seller to contrac- 
tors, road builders,carpenters, 
plumbers, plasterers, factories, 
public utilities. Strong, rigid, 
easily demonstrated. Write for 
folder and discounts. 


The Toledo Pressed 


Steel Co., Toledo, O. 
AQ 
























Wee 


iP 





| 





KEY BLANKS 


This Company has long been known as the leading manu- 
facturer of key blanks and key machines. Completeness of 
the line — quality of the product and quick service from 
reasons why the ILCO 


accepted as the 


key blank. 


our branch offices are. 









is everywhere, 
standard 





INDEPENDENT LOCK CO. 
FACTORY AND GENERAL OFFICES AT 
FITCHBURG - - MASS. U.S A. 























Why not 
make REAL money? 


Buying and selling is 
not always the biggest 
profit maker inthe re- 
tail business. Cus- 
tomers, as well as mer- 
chandise, need con- 
sideration and study. - 
All good store mana- 
gers know the value of 
clever store arrange- 
ment and modern dis- 
play methods. 





Modernizing a _ hardware 
store is not expensive,—yet 
it invariably produces a 
substantial increase in the 
volume of merchandise 
moved—and volume alone 
can produce real profits. 


modernize. 
Why wait for your competitors 
issue—you don’t 

have to be told that old fix- 
soon be a liability 

nto 


Let us help you 


and not an asset. Look 1 

the possibilities now. It costs 
nothing to investigate, — and 
Heller's Reference Book 28A 
will give you many good ideas. 


=: HELLER= 

Building pment 

Sign 700 Bryant St., Montpelier, Ohle 
el gn Sage W. C. Heller & Co. 





this ad and mail today. | 

















The sign of the 
master locksmith 
who cuts keys with 
the Segal Rectify- 
ing Cutter. 


Segal Lock & Hardware Co. 
12 Warren St., New York City 


see: Latches and 

Proof Padlocks SN Siz Beoklet 

Locks @ = a 
Comal —— -——— request 





on Kester Acid Core Solder 
Don’t miss the profits in the Kester 
Line—Acid-Core, the ‘“heavy-duty’”’ 
solder for general work, in 1 lb. car- 
tons; Rosin-Core for delicate electrical 
work and Paste-Core for electricians 
accustomed to paste, on 1, 5’ and 20 
lb. spools. Metal Mender for house- 
hold use and Radio Solder for set 
building and repairs in the handy 

Nationally advertised; nationally popular. 

From all jobbers 


KESTER SOLDER COMPANY, 4205 Wrightwood Ave., Chicago 
Incorporated 1899 









tins. 


















WICKWIRE BROTHERS 
Hardware Cloth 


Made from best Open Hearth 
Steel, full gauge wire galvan- 
ized AFTER woven. Every 
operation controlled by us. 
Standard widths, six inch steps, 
12 to 48 in. 50 and 100 lineal 
ft. rolls. 


Ask Your Jobber. 


| Ae 




















A “QUALITY” SELLER 
AT A LOW PRICE 





HE Hall “JUMBO” galvanized 
basket has advantages found in 
no other galvanized 
basket. It is probably 
sold in more hardware 


stores than any other 
similar product. Full form corrugations in heavily 
coated side, double bottom riveted through five layers 
of metal. Extra heavy Bessemer rod in top rim. 
Rope or iron handles. 


Hall Manufacturing Co., Cedar Rapids, Iowa 













Write for Free Catalog of Trade-building Items 


National Retail Credit 


With 706 hardware stores 
doing a $61,205,774 business in 
1927, reports indicate that 35.2 
per cent was for cash, 61.1 per 
cent on open credit and 3.7 per 
cent on installment credit. This 
is pointed ofit in Part III of 
“National Retail Credit Survey 
just issued by the Domestic 
Commerce Division, Depart- 
ment of Commerce. Of these 
stores, 172 sold for cash only, 
385 sold for cash and open 
credit only, one sold for cash 
and installment credit only and 
148 sold for cash, open credit, 
and installment credit. 

“On the basis of reports from 
227 stores reporting for 1925, 
1926 and 1927, it was found 
that cash sales decreased 5.9 
per cent in 1927 below those of 
1925, open credit sales decreased 
1.4 per cent and installment 
credit sales decreased 1.5 per 
cent,” says the report. 

The range of those doing busi- 
ness on a cash basis was from 
61.3 per cent for the smallest 
stores, those with annual net 
sales less than $25,000 to 20.5 
per cent for the largest stores, 
those with annual net sales of 
$250,000 or more. The Gulf 
Southwest States, represented 
by 35 stores, did 43.7 per cenit 
of total business for cash, the 
highest average of all the geo- 
graphical districts. The 28 re- 
porting stores of the Southeast 
States did 24.2 per cent of their 
business on a cash basis, the 
lowest. 

The average loss from bad 
| debts on open credit sales of 
| 533 hardware stores was 1 per 
| cent ; the average loss on in- 
| stallment credit sales was 0.09 
per cent. Open credit losses 
| varied inversely with the size 
of the stores, the larger the 
store the smaller the losses pro- 
portionately. The range was 
from an average of 2 per cent 
for the smallest to 0.07 per cent 
for the largest stores. There 
were 89 stores with losses on 
open credit sales less than 0.02 
per cent. At the other extreme 
were 32 stores with losses on 
open credit sales of 5 per cent 
or moré. The latter stores thus 
had open credit losses at least 
25 times as great proportionate- 
ly as the: former ones. There 
were 82 stores with losses -on 
installment sales of less than 
0.02 per cent and 11 with 5 per 
cent or more. 
The range 








in deposits re- 


of Hardware Trade 


Cash, Credit, Installments, Deposit and Bad Debt Percentages 
Given in Department of Commerce Report 


Survey Shows Position 


(Washington Bureau of HARDWARE AGE) 


stallment sales was from 10 per 
cent or less to 33 1/3 per cent. 
The range in life of contracts 
was from six months or less to 
18 months. 

Credit bureaus were used by 
381 or 73.1 per cent of the 521 
hardware stores and 95 or 18.2 
per cent relief wholly on credit 
bureaus of information; 286 or 
54.9 per cent, supplemented the 
use of credit bureaus with in- 
vestigations of their own and 
140 or 26.9 per cent made no 
use of credit bureaus. The 
average loss on open credit 
sales of those stores which re- 
lied wholly on the credit bu- 
reaus was 1.1 per cent; of those 
which used credit bureaus and 
also made their own investiga- 
tions, 0.08 per cent, and those 
which did not use credit bu- 
reaus, 2 per cent. The average 
loss on installment sales of the 
first group was 1 per cent, of 
the second, 8 per cent, and of 
the third, 1.4 per cent. 

Only six or 1.1 per cent of 
the 534 hardware stores doing 
credit business were chain 
stores. The individual estab- 
lishment decided the question 
whether it was a chain store. 
The average open credit loss of 
the chain stores was 1.5 per 
cent and of the other stores 1 
per cent. 

The percentage of returns 
and allowances on cash, open 
credit, and installment sales, re- 
spectively, were 1.9 per cent of 
gross cash sales, 3.3 per cent of 
gross open credit sales and 3.5 
per cent. of gross installment 
sales. There were 72 stores with 
individual percentages on open 
credit sales of less than 2 per 
cent. At the other extreme were 
four stores with 10 per cent or 
more. 

The report points out that 
collection percentages were 
computed by taking the ratio 
of the monthly collections on 
accounts receivable of all the 
stores to the outstanding bal- 
ances due of the same stores 
when books were closed. 

The open account collection 
percentage for the whole coun- 
try was 37.9 per cent. June, 
with 40.7 per cent, had the high- 
est average, and February, with 
34.4 per cent, the lowest. The 
Pacific Northwest States, rep- 
resented by 11 stores, had the 
highest average, 48.5 per cent, 
and the Southeast States, rep- 
resented by 13 stores, had the 








quired in connection with in- 


lowest average, 29 per cent. 
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“The Hardware Dealers’ Magazine” 
Published Every Thursday 





Issued every Thursday by Iron Age Publishing Co. Division of the United Busines: 

Publishers, Inc., 239 West 39th Street, New York City. Andrew C. Pearson 

Chairman of the Board; Fritz J. Frank, President; C. A. Musselman, Vice-President 
Frederic C. Stevens, Treasurer; Arnold L. Davis, Secretary. 


Member Audit Bureau of Circulations; Member of the Associated 
Business Papers. 





EDITORIAL CONTENTS OF THIS ISSUE 


Where Do We Go From Here?........ praise aie gaa 
What a Denver Druggist Told Hardware Men... 24 
Color, the Stimulant of Modern Business. . 27 


Mr. Harris Sees How Paint Is Made, 
by Bertha Ann Houck........... st ee 


Let’s Quit Riding Merry-Go-Rounds and Go Somewhere, 
De AGW ee Ne en 2) OSteasines Ces ee 


Better Lighting for Hardware Stores, by W. S. Hadaway. 32 


Auto Glass Department a, Profitable Side Line. 35 
Solving the Old Car Problem........... SR 36 
A $50,000 Retail Paint Volume..... : cca 
News of the Week........ : . 40 
New Catalogs and Dealers’ Helps. . . ae 
General Market News of the Week. .. 6 
New York Paint Materials Market. . 47 





EDITORIAL REPRESENTATIVES 


On1caco: Grorcm F. Masszy, 1507 Otis Bldg. 
Pirrssvren: T. H. Gurxsn, 1819 Park Bldg. 
Ocsvsianp: F. L. Prentiss, 1362 Hanna Bldg. 
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Minneapouis: F. 8S. SmiTH, 4216 Bryant Ave. 8. 
Wasuineron: L. W. Morrzgrr, 536 Investment Bldg. 
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New Yor: P. J. Coscravs, 289 W. 39th St. 

Boston: Onauncsy F. EnatisH, 140 Federal St. 
PHILADELPHIA: Haroww G. BLopawrr, 1402 Widener Bidg. 
Ouuvenanp: Witt J. Fepprery, 1362 Hanna Bidg. 
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America, South America, Spain, and its colonies. One year, $8.00; Foreign 
countries not taking domestic rates, 1 year, $6.00; Bingle copies, 25e. each. 
Subscription remittance should be made by Check, Post Office Money Order, 
Bapress Money Order or Bank Draft, payable to Hanpware Acs, Now York. 





MURPHY FINE FINISHES 


Famous for 65 years among architects, master painters 
and makers of products requiring a fine finish 


Da-Cote Enamel Brushing Lacquer 
Da-Cote Fleor Enamel Univernish 

Da-Cote Varnish Stain Linoleum Lacquer 

Quick Velvet Enamel Muronic Enamel 
Transparent Spar Varnish Transparent Floor Varnish 


Transparent Interior Varnish 


Airplane Super Spar Varnish Quick White Enamel 


MURPHY VARNISH COMPANY, Newark, Chicago, San Francisco 














PITTSBURGH 


{ef Products 


Paint - Varnish - Lacquer - Brushes 

















Onc 







this Yall ! 


Big changes coming in Vacuum Cleaner, Electric Washer field 
“ae in price—changes in merchandising methods. 
Watch Bee-Vac—for new low prices—new models—entirely 
new and different products. Get your name on our mailing list 
for advance information. 


BIRTMAN ELECTRIC COMPANY 
4144 Fullerton Ave., Chicago, Illinois 




















Armstrong Bros. Adjustable Pipe Dies 


Made of Special Vanadium Tool Steel, these dies incorporate every desirable 
feature: Correct Cutting Angle or Rake; ‘“‘Backed Off’ Chasers or Cutting 
Teeth; Correct Throat Angle; and Ample Chip Clearance. Cut faster, 
easier and cleaner and back off smoothly without jamming or tearing. 

ir and you will use no others. Fit all standard stocks of the 


Try a pa 
Adjustable type. 
WRITE FOR CATALOG P-10 


ARMSTRONG BROTHERS TOOL COMPANY 
“The Tool Holder: People” 
314 N. Francisco Avenue Chicago, U. S. A. 
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CLASSIFIED OPPORTUNITIES 





POSITIONS WANTED 


Special Rate, One Cent a Word; Minimum Fifty Words 





SALESMAN—Age 40, married. Twenty years’ selling experience, 
prefer specialty items to the Hardware and Lumber Trade, am also in- 
terested in a good line of Lamps, Lanterns, etc., or Cooking and Gas 
Heating Appliances. Have following with Hardware, Lumber and General 
Store trade throughout Texas, and am capable of handling District and 
other Salesmen. Best of references as to ability and character. Address 
Box 1-884, care of Harpware AcE, New York City. 





BUYER’S ASSISTANT—Young man desires contact with a progres- 
sive firm located in the West or Mid-West. Housefurnishings and paint 
experience, which includes stock control and budget purchase systems. 

ooled in advertising and merchandising: 23 years of age: manager of 
a retail paint store at the present time. Will be available in November. 
Address Box 1-867, care of Harpware Ace, New York City. 





AM THIRTY- FIVE YEARS OF AGE, two children, and have had 
fourteen years’ experience in general Hardware, Plumbing, Heating, Radio, 
Farm Machinery and some Sheet Metal work. Am unemployed at present 
and am ready for a position at any time. Can give reference as to 
honesty, character and experience. Address Box I-880, care of HARDWARE 
Ace, New York City. 


BUSINESS ee 








Set Solid, Minimum of Five Lines. o0p es wb eede Go cesece $3.00 
Renal THE, Di cis 0:0 cnc ried cave emeccehegt cbc geccbecboces 5.00 
Four Consecutive Insertions, 10 Per Cent Discount 
ye 
PLANT FOR SALE 
Established 37 years, operating Chicago District. Foun- 


dries, Machine Stamping, Plating, Woodworking and 
Finishing Shops. Well equipped. Serving the Automo- 
bile, Automobile Accessory, Agricultural Implement, 
Hardware, Railroad, Replacement and Sporting Goods 
Good Labor Conditions. Four 
Favorable Terms. 


Industries and Trade. 
Railroad Sidings. Low Freight Rates. 
If interested address 
Box 7393-A, c/o Hardware Age 
Otis Bldg., Chicago, IIl. 








te 





HARDWARE MAN of -twenty years’ experience in retail and whole- 
sale hardware ‘business desires a change—honest, sober and industrious 
and capable of holding a position of trust and take charge of men—-can 
furnish best references. Address Box I-885, care of HARDWARE AGE, 
Chicago, Ill. 





SALESMAN, nine years’ experience selling wholesale and retail trade 
in Ohio and adjacent states desires position with manufacturer on com- 
mission basis with drawing account and expenses. Proven ability in- 
troducing new products and maintaining satisfactorv sales volume with 
established accounts. Please address Box 2639, Lakewood, Ohio. 





YOUNG MARRIED MAN, 28 years of age, desires position with 
Retail Hardware firm preferably but not essentially, located in Long Island 
or New Jersey. Eight years’ experience buying and managing Retail 
store and specializing in builders hardware, window dressing and _ hard- 
ware display. available immediately. Address Box I-886, care of Harp- 
warE Ace, New York City. 





EXPERIENCED HARDWARE SALESMAN, 33 years old. Christian. 
Desires to make connection with reliable hardware manufacturer or 
jobher. Traveled Westchester Co.. New-York, for six years. well ac- 
quainted with buyers. Will be available August 1. Address Box I-875, 
care of Harpware AGE, New York. 





GERMAN FIRM, located in center of Germany, familiar with all lines 
exported to America, desirous of acting as purchasing agent for a North- 
American Importer or Purchasing company. Manager has been in the 
United States for a long time; is therefore familiar with conditions there. 
Address reply to: E. C., 1750 Rudolf Mosse, Erfurt (Germany). 





WANTED TO BUY—Hardware Store, or interest in one, in good 
Michigan town. Have extensive Hardware and Department Store experi- 
ence. Can increase business by modern methods. Satisfactory references. 
Hardware, 6750 Vinewood Ave., Detroit, Mich. 





SALES REPRESENTATIVES WANTED 


Set Solid, Minimum of Five Lines.......... cocccesece eeccecees 3. 
R-Bnok Bou Dieplay. 60 0'. cows cocceocece 00 s0es,e cevecccce eee 5. 


Four Consecutive Insertions, 10 Per Cent Discount 





SALESMEN to sell America’s most complete line of high grade Dog 
Furnishings in following territories: (1) Pennsylvania, Maryland, Dis- 
trict of Columbia, New Jersey and Delaware. (2) Texas, Oklahoma, 


Kansas, Missouri and Arkansas. (3) Washington, Oregon and California. 
Commission basis. Address CRAFTSMAN LEATHER SPECIALTY 
CO., Inc., Dayton, Ohio. 








ACCOUNTANT—Thoroughly familiar with office routine and the 
advanced business practices, which speed un stock-turn, conserve capital 
and produce profits, desires position with concern of responsibility. 


Address Box I-877, care of Harpware Ace, New York. 





HELP WANTED 


Special Rate, One Cent a Word; Minimum Fifty Words 





~ WANTED— Experienced Hardware 
catalogue and pricing outgoing invoices. 
— age, etc. Address MAC H'ARDWARE CO., 


Man. capable maintaining price 
Advise stating experience, salary 
INC., Fort Plain. 





SALESMEN—Progressive paint manufacturer has opening for several 
paint salesmen to cover Eastern Pennsylvania. Must furnish own car. 
Substantial drawing account. State age and references. Address Box 381, 
care of Harpware Ace, 1402 Widener Bldg., Philadelphia, Pa. 


BUSINESS OPPORTUNITIES 


Set Solid, Minimum of Five Lines.............+e0eee008 Sess 
1-Inch Box Display... 


Four Consecutive Insertions, 10 Per Cent Discount 








FOR SATE—Retail heviware business in New Jersey to close estate. 
Commuting town 20 miles from ‘New York City. A wonderful opportunity; 
$18,000 cash. Address Box I-860, care of Harpware AcE, New York City. 





D PROFITS DERIVED FROM THE SALE OF GENUINE 
NAVATO RUGS — from the Indian —— 
these rugs each day. A liberal arrangement will be made for those wi 
=. to add this profitable line. Gallup Mercantile Company, Gallup, New 
exico. 


7) 
Sales Representatives Wanted 


Well established house has several territories open on strict com- 
mission basis for Salesmen who have experience in selling Plumbers’ 
Brass and Rubber Goods, Pipe Fittings, Closet Seats. etc. Those 
who have a following among good Wholesale and Retail Hardware, 
Department Stores, and Plumbing Houses preferred. State age. 
experience, and line you now carry. Address Box I-852, care of 
HARDWARE AGB, New York. 














AS 

"SALES ACCOUNTS WANTED 
Set Solid, Minimum of Five MPEP SINE oon ten nes Shireh ohh 0% $3.00 
See eee TE no cc cc ccsecsscesvesacesescee eseeseee 5.00 


Four Consecutive Insertions, 10 Per Cent Discount. 








SOUTHERN REPRESENTATION 


Salesman having visited the wholesale hardware, 
Drug and Notion trade, also department stores 
and large retail hardware stores in the principal 
Southwestern Cities, for the past twenty-five years 
and a member of the Old Guard Southern Hard- 
ware Salesmen’s Association, can add one more 
representative litte. 
ADDRESS BOX I-883 
Care of Hardware Age, New York City 














BUSINESS MAN WILL BUY or invest up to $10.000 cash with 
services in Retail Hardware business operating on profitable basis. Long 


Island or New York City location desired. Address Box I-881, care of 
Harpware AGE, 


New York City. 








MANUFACTURER'S representative, Milwaukee office with substantial 
following among hardware and department store trade,- wants good line 
on a commission basis.’ Excellent bank and commercial references. Ad- 
dress Box 1-882, care of HArDwAre Ace, 239 W. 39th St., New York City. 
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THE ADVERTISERS INDEX 


is published as a convenience and not 
No allowance will 


as a part of the yoy contract. Every care will be taken to index correctly. 
for errors or failure to insert. 
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Atlantic Products Corp.......... 
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Atlas Tack 
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Brammer Washing Mach. 
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BUSINESS MEN say 
It's Good Business 
to stop at 


NEW YORKER 


HERE'S something pleasantly prosperous in the 
sound of “You can get me at the Hotel New 
Yorker.” That's just one of the reasons so many 
business men are always registered with us. 


The New Yorker has 2500 rooms, every one with 
radio, tub and shower bath, Servidor and circu- 
lating ice water. There are four popular-priced 
restaurants, including Coffee Shop. Rates from 
$3.50 a day. 85% of the rooms are $5, or less. 


The New Yorker is so easy to reach...from any- 
where. Tunnel to Pennsylvania Station. B. & O. 
Motor Coach 


Manhattan’s Largest and Tallest Hotel ‘ 
connections. 


34th Street at 8th Avenue, NewYork City 
RALPH HITZ - Managing Director 








50 years on a DOOR 
good for 50 years more 








Notabene 


The solid bronze Bommer Spring Hinges swinging the 
big front doors of the old Bank“af Manhattan at 40 Wall 
St., New York, since 1880 were Still in excellent condi- 
tion when that building was demolished in 1929 to be 
replaced by the new Bank of Manhattan skyscraper of 
73 stories which is also equipped with Bommer Spring 
Hinges—truly an astounding record. 
These Historic Hinges can be seen at our factory 


TRADE /BOMMER, MARK 


Millions and Millions of Peepie 
are Pushing Bommer Spring Hinges 
when opening doors, 


Factory at Brooklyn, N. Y. 
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DOMES of 
SILENCE 


Dealer D19 we 

\ = ment: Packed 

$9.00 Om CAB na) 5 gross sets: 
of 


Per Gross “4 4%, %, %* 
and %". $9 


Sells for 
$14.40 
Per Gross 
Sets D-19 yy 


10c set of 4 Cells for $4.80 


EASY TO SELL 


Domes of Silence are easy to sell when dis- 
played on your counter. Anyone can put 
them on furniture. They slide smoothly 
and silently, save floors and rugs. 

If your Jobber cannot supply you—write us direct. 


We also make all grades of Sliding Casters, Pin Slides, Felt 
Slides, Radio Felt Feet, Insulated Slides, etc. 


DOMES of SILENCE, INC. 


21 Pearl Street New York City 











Are you sure your 

hardware cloth 

ae unrolls true and 

Hite sczene sist | nse with at 
Hi mesh down to the 


i 
aes 
= last foot? 


Superior Brand 
means a superior 
product the full 
length of the roll. 


G. F. Wright Steel 
& Wire Co. 


Worcester, 
Mass. 
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TWELVE YEARS AGO 


HURD 


PIONEERED EXTRUDED METAL 


LOCKS 


Always in advance of the times, Hurd twelve years 
ago pioneered extruded metal locks. Today, others are 
following in his footsteps. But Hurd is always in 
advance. Hurd locks have always been better locks. 
Design, materials and workmanship insure outstanding 
quality. CUTTER-PROOF, FILE-PROOF, SAW- 
PROOF, Hurd Locks defy any tool in the burglar’s kit. 
Doors protected with Hurd Padlocks will not be opened 
without the key. Your prestige as an up-to-the-minute 
dealer will be greatly enhanced with Hurd Locks on 
your shelves. 


iP: Wusdi Deck Bada 


Detroit 


Branch Offices ‘ 
De Aira er oy 104 Walker St., New York City 
aM coi ca 56" ge 5s arate cc sag carers gel pranbeas acte sialon ors Lakeview, Ohio 
Charles L. Lewis............ 703 Market St., San Francisco, Cal. 
Ben B. Weldon 711 Mutual Bldg., Kansas City, Mo. 
2022 Columbia Road, Washington, D. C. 
Richardson & Bureau, Ltd., 129 St. Peter St., Montreal, Que. 
Export Office s 
American Steel Export Co., 535 Fifth Ave., New York, N. Y. 
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SOLVING “LOST SALES” PROBLEM! 


The Answer to the 200 Lost Sales Recently Bulletined by the Department of Commerce 














“We are very pleased to tell you that we find a great deal of use for 
HARDWARE AGE CATALOG and could hardly conduct our business with- 
out it as we are continually referring to same for names and addresses of 
manufacturers and we find that it results in real business. 

Within the past week we secured two orders gn account of information in 
this catalog and believe that all manufacturers making material for the hard- 
ware trade should be represented in this book.’’ 


BULLOCK-GREEN HARDWARE CO., BUFFALO, N. 






















The Only 
Hardware Buyers’ 
Reference Book 
Specially Compiled 

to fit the 


needs of the 
Sent to every 


7 Hardware 
rade Jobber & Larger 
Retailer 


Over 11,000 
Letters of Appreciation 
prove its constant 
value to 
Hardware 


Buyers 


Hardware Age Catalog 


Contains information which means more sales to Hard- 
ware Buyers and Manufacturers. We ask the cooperation 
of Hardware Buyers in making this fact generally known. 
Mention HARDWARE AGE CATALOG when writing 
to Manufacturers. They’ll appreciate knowing what helps 
you and themselves. 


HARDWARE AGE CATALOG - 239. 39th St.. New York City 
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